Management's First Duty: Mapping a Sound "Grand Strategy" for Sales 


How Crane Company is Helping Customers Untangle the Priorities Mess 


Practical Plans for Contacting Customers Between Regular Sales Calls 


Tested Tools for Managing Men: What They Are, How They Work — Part Il 


Significant Trends — Marketing Pictographs — Scratch-Pad — Tips 


MILL‘TACTORY 


nique New Plant Equipment Magazine Bound In! 


Starting with its October issue, Mill & Factory announced a de- 
velopment already acclaimed in several exhaustive surveys among 
both its readers and advertisers as one of the most important steps 
taken by any industrial magazine in recent years! A new departure 
in editing which creates two “top” magazines in one. 


This means that busy plant executives no longer need spend valu- 
able time reading two types of magazines. Between the covers of 
Mill & Factory they now find complete general interest and tech- 
nical information, for policy-making, operation, and maintenance— 
plus a complete digest cf new equipment selected for its newness and 
value to industry—a combination offered by no other publication. 


This important innovation is a unique 16-page “Plant Equipment 
Preview” insert section, opening out of Mill & Factory’s editorial 
pages, which provides plant operating men and engineers with a 
complete record, in words and pictures, of best selections in new plant 
equipment and supply products released during the month preceding, 
as well as literature describing them. 


This section is devoted entirely to new plant supplies and equip- 
ment that will reduce costs or increase production. Every product 
shown and described is one of wide industrial application and has 
been selected by an Editorial Selection Board of four leading pro- 
duction executives. These men reject all products that are of interest 
only to a handful of manufacturers—that do not constitute really 
important developments in saving time or money or increasing pro- 
duction—that do not honestly qualify as new. Together with photo- 
graphs and complete technical information, readers are given full 


information on possible delivery dates . . . another innovation. 


The information in this section is contained in 3” x 5” units 9 
that it can be clipped and filed in a standard card file for ready 
reference . . . another new and exclusive feature. 


Thus, readers of Mill & Factory now gain double value. . 
Together with the latest case studies and technical developments on 
matters of management, operations and maintenance, they have 3 
complete digest of important new products chosen by the editors and 
Editorial Selection Board during the month, Readers in every type of 
industry have already indicated their enthusiasm over this new devel 
opment as a valuable time-saver during these rushed days, for they 
now have in a single magazine the complete information former! 
available in two different types of publications, with all extraneous 
material “culled out’’. 


This significant forward step by Mill & Factory makes an alread) 
leading industrial magazine more important than ever. Is Mill & 
Factory in the top place it deserves on your industrial advertising 
schedule? Conover-Mast Corp., 205 East 42nd St., New York City; 
333 North Michigan Ave., Chicago; Leader Building, Cleveland 
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PICTURE OF A HUSBAND 
HAVING A PERFECT DINNER 


Yes, the lady in the picture is shopping for din- 
ner, guided by the food news and advertising 
pages of her favorite newspaper. It’s the first 
step towards a perfect dinner—but it’s the final 
and most important step in a series that 
determines the success of any food or grocery 
sales program... The Herald-American house- 
wife does make this final step, does prefer to 
buy advertised products. At personalized cook- 
ing demonstrations, attended by over 50,000 


selected housewives each year—at the stores, 


serviced by Herald-American merchandising 
men who make tens of thousands of dealer con- 
tacts a year—in the food news pages of the 
newspaper itself, which publishes as many ass 
five such pages in a single issue—yes, in one 
way after another, ¢his consumer segment of 
Chicago is urged to buy branded, advertised 
grocery products. No other Chicago newspaper 
offers so complete a sales program to make 
certain that that final, essential step is made! 


It moves merchandise! Put it to work for you! 


CHICAGO HERALD-AMERICAN... triésa of the famity 


THE DAILY AND SUNDAY PACE-SETTER IN THE NATION’S SECOND MARKET 


National Advertising Representatives: Rodney E. Boone Organization 
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Notes from the Managing 


Editor’s Desk 


We especially recommend for your 
prompt and thorough reading the 
article on page 54 of this issue 
which tells how the Crane Company 
is helping its customers grope their 
way through the priorities maze. 
This is constructive selling. 


%% od 


Supervisors of George-Deen dis- 
tributive education in 29 states have 
told SALES MANAGEMENT what they 
want and need from manufacturers 
in the way of sales helps, promotion 
materials, etc., for use in their 
classes. This material has been tabu- 
lated and organized for quick refer- 
ence and will appear in an early 
issue of SALES MANAGEMENT. This 
program for training people engaged 
in distributive work—and younger 
people who are going into the dis- 
tribution field—is a constructive 
movement in behalf of the whole 
field of sales management, and it 
deserves any and all support you 
can give it. 


The fourth article in Lawrence 
Valenstein’s helpful series on sales 
promotion appears in this issue, It 
deals with practical plans for con- 
tacting the trade between salesmen’s 
calls. The fifth article will come 
to you in the December 15 issue. 


* Eg a 


You'd better be planning that 
Christmas letter to your friends and 


customers. 
A. R. HAHN 
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Buying Habits Change Quickly 


GUEST EDITORS will take over this issue of Significant 
Trends because two of our sales executive subscribers made 
speeches during the fortnight which strike us as being so 
penetrating in their vision, so timely in their diagnosis of 
current problems, that we merely will introduce them and 
then allow them to offer testimony in their own words. 
At the October 30 meeting of the New York Chapter 
of the American Marketing Association, Arthur W. Rams- 
dell, vice-president and director of sales of the Borden Co. 
spoke on the subject ‘“Why Should We Sell and Advertise 
If We Can’t Deliver?” After pointing out that we may 
not be able to deliver, 100%, but that we must all work 
toward the goal of keeping business going and providing 
enough raw materials to supply emergency needs plus a 
goodly percentage of normal trade products and merchan- 
dise, because failure to do this would cause us to lose the 
war, no matter who won the battles, he went on to say: 


“In spite of all the squawking that goes on in this 
country about bettering the standard of living, we live in 
by far the richest country in the world and in the one in 
which a larger percentage of people enjoy a reasonable 
measure of the good things of life. Most of the things 
that contribute to “The American Standard of Living’ are 
non-essential when it comes to maintaining life. 

“Let's look at some of these: Most of you will sleep 
between sheets tonight, but by far the larger percentage 
of the earth’s population has never slept under or over a 
bed sheet and has never heard of Lady Pepperell. We 
own more automobiles than all of the rest of the world 
put together and no other nation, large or small, approaches 
ours in ownership of cars per 100 population. The auto- 
mobile is merely a faster means of transportation than bare 
feet or oxen or asses or horses, A part of our daily diet 
most of the year consists of food products which were 
canned, dried or salted to preserve them, packed in large 
quantities where they’ were cheap and then stored and 
shipped to the market, and this builds for us quite a dif- 
ferent diet than is possible where similar preservation of 
food products on a large scale is not a part of the food 
economy of the country. 

“The story of the development of the things that we 
use in our daily life, the food we eat, the clothes we wear, 
our automobiles, our radios, is all a part of the thrilling 
drama brought about by the wedding of advertising and 
sales effort, to produce those famous twins—mass produc- 
tion and mass distribution—which have resulted in giving 
our population more tangible value per hour of labor than 
any other nation in the world has enjoyed. The very 
existence of this, however, depends upon maintaining a 
reasonable rate of production and distribution and that is 
not possible without the twin elements of mass distribu- 
tion——advertising and selling. 


* 


is conceivable, nay, it is conceded that in our efforts 
to provide defense material for ourselves and the warring 
democracies, we will be obliged to reduce some of those 
things that are pure luxuries. However, except where these 
luxuries make the maintenance of our defense effort im- 
Poss:sle, it is of the utmost importance that they be con- 
tinue for our whole defense effort is supported by taxes 
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As seen by an editor of SALEs MANAGEMENT for the fortnight ending November 15, 1941: 


and these taxes can only be collected from the production, 
distribution and sale of products and commodities which 
will be used by our population. In other words, you Can- 
not support a war economy merely by taxing firms engaged 
in producing war material. 

“Now, assuming that the amount of goods is going to 
be cut down, it is imperative that we maintain our adver- 
tising and our sales efforts, in order that there may not be 
too serious a lag in the reconstruction period following the 
cessation of hostilities. Those companies who have built 
an acceptance for their products will pay far less, if they 
maintain their advertising and selling during the emergency 
period, than if they drop these efforts or lessen them to ° 
any great extent and then try to pick them up afterwards; 
this assuming that the present emergency will last for 
some time and the present indications certainly are that it 
will. It takes a long time forming buying habits, but it 
takes only a short time to change them.” 


* 


After giving a capsule history of the development of 
this country from an agricultural economy to mass produc- 
tion, and the resulting specialization, he said: ‘These 
phenomena of mass production, advertising and mass sell- 
ing, were the only things that made the United States 
different from the nations of Europe. 

“We cannot let great trade names be lost because of a 
lapse of time in carrying the advertising message nor can 
we let products disappear because certain commodities are 
hard to get. Workable substitutes can and will be found 
and this nation must and will go on in its progress . . . 

“It is going to be exceedingly difficult for American 
ingenuity to find a way to produce and fabricate raw ma- 
terials and supplies at a rate that will let us maintain a 
large measure of the things in life which we now enjoy 
and, at the same time, provide adequate defense—but any- 
thing less than that is not compatible with American busi- 
ness enterprise and American ingenuity. 

‘Maintenance of our present standards are part and 
parcel of the Defense Program, and with it all, we 
must also maintain our home battle lines of advertising and 
selling effort, so that when the war is over we can take up 
the problems which come with a buyers’ market with less 
economic dislocation than would otherwise be the case.” 
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Never before has the worker been sitting so pretty as far as 

purchasing power is concerned. The cost of living is edging 

upwards, however, and this is the ideal time to tell your story 

to the workers—before higher prices and higher taxes make 
him feel poor again. 


[15] 


The Forgotten Man of 1941-1942 


THE SELLERS’ MARKET, we have been predicting, will 
soon disappear in many industries, although it may prevail 
for months or even years in those industries which are 
devoting a maximum share of their productive efforts to 
the making of defense goods. The problem of the sales 
manager in a sellers’ market was stated very clearly in a 
talk made recently before the Cleveland Sales Managers’ 
Club by C. T. Burg, general sales manager, the Iron Fire- 
man Manufacturing Co. 

He pointed out that during lean years it is the respon- 
sibility of the sales department to bring in the business. 
With a goal which is clear cut and definite—get the orders 
—the sales manager's job is largely one of ow to do this 
most effectively. Now the National Defense Program has 
upset the apple cart, and almost overnight the sales man- 
ager finds his = reversed ; with priorities and material 
shortages bedeviling the production department, the 
struggle for sales is reduced to a minimum. The critical 
problem arises: What is the function of sales management 
when it doesn’t have to get sales? 

“Basically, our job at the present time is to keep our 
companies on an even keel, and to keep our organizations 
intact in so far as possible. The chief problems of the 
moment are those of the production department, Produc- 
tion is in the driver’s seat and we're riding in the rumble 
seat, hanging on for dear life. The sales manager is the 
“forgotten man”’—wntil after the emergency. Then it will 
be his turn to take over the wheel again—and in the mean- 
time, he'd better not forget how to drive! 

“It is the responsibility of sales management to ‘sell’ 
management on the necessity for doing certain things now. 
If we don’t, we will have no one to blame but ourselves 
when the day comes to dump the load back on our shoul- 
ders—the job of giving all these expanded plants work to 
do. In this long range project, we can center our attention 
on one job of paramount importance: To do everything 
within our power to see that the company maintains its 
good name and the good name of its product. 

“Name, name, name! It is the greatest asset any com- 
pany has. It must be kept alive. You have probably heard 
the expression, ‘It takes three generations to make a gentle- 
man, and only one day for him to lose his standing in the 
community.’ Companies are like that, too, and a concern 
that has spent 25 or 50 years in building up a good reputa- 
tion can lose it almost overnight. 


“Pound-Foolish” Companies 


“IT IS TREMENDOUSLY IMPORTANT to keep on ad- 
vertising now in order to keep your name constantly before 
the public. During the present boom, new businesses are 
springing up, and older ones are expanding. The com- 
petition for business after this hectic time is over is going 
to be keen. A company that has constantly kept its name 
and its product in the public consciousness will be in a 
much better position to take a healthy share of the market 
than the ‘pound-foolish’ companies that allowed their 
names to fade. 

“Sales Effort is the final ingredient we must add to this 
formula for keeping the name alive. And that means not 
only effort on the part of the sales manager, but on the 
part of everyone in his organization. Earlier, I mentioned 
the importance of keeping the sales organization intact as 
one of the basic jobs at the present time. That point can- 
not be emphasized too strongly. It will be a lop-sided 
company that allows its selling organization to fall to 
pieces in this emergency. And there will be a mighty 
dismal outlook for that company when the post-war squeeze 
catches it without trained sales slau. wale well- 
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for 37 Eastern States 


The recently-announced policy of SPAB was generally mis. 

understood. It is not a blanket “stop-building” order, but 

merely means this: If a builder is unable to get metal items 

without a priority rating, he will not be able to get such a 

rating unless he can satisfy the Division of Priorities that the 
job he is working on is essential to the nation. 


maintained contacts, without a preconceived plan for meet- 
ing fast changing conditions. 
“Don’t put your salesmen in rocking chairs! There are 
a of things you can give your men to do to keep them 
usy and ‘in condition.’ Here are a few: 

“1. Keep your accounts sold on your company 
and your product. Keep up those personal: contacts 
even if your men cannot even take orders for your 
product right now. Show your customers you are still 
interested in them, and they will maintain their inter- 
est in you. 

2. Clean house of undesirable personnel, unsatis- 
factory accounts, unprofitable lines. 

‘3, Conduct extensive product research. Develop 
your product of tomorrow—today. Get your sales 
organization thinking ahead. Start now on the design 
of a product for 1943 or 1944 that will put you miles 
ahead of competition. 

“4. Catch up on those many odd jobs you have 
always been too busy to do all these years. For ex- 
ample, how about some special market studies? 

“5. As an emergency measure, to keep your sales 
organization sales-minded, add ‘new lines or services 
to take the place of products you can no longer supply. 
I know of a vacuum cleaner manufacturer who is 
taking on a line of dishes for his salesmen to sell. 


Another sales manager of my acquaintance is shifting — 


his salesmen from aluminum pots and pans to silver- 
ware. A large car dealer told me that his plans are 
all made to concentrate on the sale of service next year. 

“6. Concentrate on the hard things to sell. Pick 
out the lines your men have always shied away from 
and go after them hammer and tongs. In our own 
company, for example, we are right in the middle of 
a drive to sell ‘certain units that have always been 
harder to sell because they cost more—but which give 
extra value to the purchaser. 

“Keeping control of salesmen is just like steering a boat. 
It’s hard as the very devil to steer it while it’s drifting, 
and it is difficult to steer it when it’s in reverse. Let your 
sales organization drift and you've lost control. 

“Your company name or the name of your product 1s 
your Midas Touch, But the potency of that touch will be 
yours only as long as that name can tip the scale to the 
plus side. During the erage emergency, it is the duty 
of sales management to look ahead to the period after the 
war. To do this, we must all keep our name good; keep 
our name alive; keep our organization intact, and on its 
toes. There's bound to be another Armistice.” 
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Kalmenson Eaton 


Ben KALMENSON succeeds Gradwell Sears (who has resigned 

after 21 years service) as general sales manager of Warner 

Bros. Pictures, Inc., N. Y. He joined the company in 1927 as 

a salesman, rising through the ranks. Most recently he was 
southern and western sales manager. 


W. H. Eaton, Jr., is appointed general sales manager of Shell 
Oil Co., N. Y., succeeding Ralph H. Erichsen, who has resigned. 
Mr. Eaton first worked for Shell as an attorney in the Pacific 
Coast territory. In 1936 he became assistant to the president. 
He will now direct Shell sales east of the Rocky Mountains. 


Mn 


Hardy Black 


Larry F, Harpy has been named manager of the home radio 

set division of Phileo Corp., Philadelphia. He joined Phileo 

in 1932. Before that he was division manager for Landers, 

Frary and Clark; N. Y. City manager of motor appliances for 

General Electric; Mid-West division manager of Ceco Mfg. 
Co. He will be in charge of merchandising. 


C. H. Brack, vice-president in charge of sales of American 

Can Co., N. Y., has been elected to the board of directors. He 

joined the company in 1908, soon after graduating from St. 
Lawrence University. 


NEWS REEL 


Miguel Noel 
Joun A. Micuen, Jr., since 1938 assistant manager of radio and 
Phonograph sales of the international division of RCA Manu- 


facturing Co., Camden, has been promoted to manager of the 
department. He joined the RCA export organization in 1929. 


Victor A, NoEL is now sales manager of Ritter Dental Manu- 

facturing Co., Rochester, N. Y. He will continue to act as s.m. 

of Ritter Equipment Co., medical division of the parent firm. 

He joined Ritter in 1919. In 1935 he went to France as s.m. 

of French subsidiary, returning to the U. S. after the 
current war started. 
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Thomas Milton 


Georce C. THomas, Jr., president of Thomas & Betts Co., 
Elizabeth, N. J., was elected president of the National Electrical 
Manufacturers Association at the recent annual convention. He 
succeeds Earl O. Shreve, vice-president of General Electric Co. 


WittiaM H. Mitton, Jr., is promoted by General Electric Co. 

to manager of the plastics department, succeeding G. H. Shill, 

who is now assistant to the manager of the appliance and mer- 

chandise department. Mr. Milton has announced the erection, 

at the request of OPM, of a $1,000,000 plant for making a 
synthetic phenol. 
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Management’s First Duty: A Sound 
“Grand Strategy” for Sales 


Are you so befogged with the business of meeting minor emer- 


gencies that you’ve lost sight of your big long-range objectives? 


This article, which deals with the overall goal of management— 


and an intelligent approach to the problem of reaching it—is 


recommended by SM as a “must” reading for every executive. 


BY OTTIS LUCAS 


Vice-President, 
Paul W. Stewart and Associates, Market Research, 
New York 


EFINE your market, that’s 

your target. Develop your 

sales story, that’s your ammu- 

nition. Organize your dis- 
tribution, that’s your source of supply. 
Register your sales story on your mar- 
ket, that's hitting the target. 

But it is well to remember that 
unless the ammunition repeatedly hits 
the target, there will be no score. 

Did you say these are hackneyed ? 
Why, of course. But it is amazing 
how few sales executives have done 
all of these things and how many sales 
executives have done none of them. 

It is highly important today, more 
so than ever before, that the sales op- 
eration be carried on with scientific 
accuracy and not with “hit and miss”’ 
methods. In these days, the manufac- 
turer whose production is restricted 
must concern himself with selectivity 
in sales. His problem is no longer 
“How many prospects can I reach?” 
The big question for him is “Can I 
continue to sell the key people in each 
market?’ “When these war days are 
over, will my reputation in each of my 
markets be such that I can use this as 
a foundation for mass production?” 

A manufacturer today who isn’t giv- 
ing concentrated attention to the scien- 
tific planning of his selling program is 
courting disaster. Remember the post- 
war days of the last world war? What 
about the post-war days of this world 
war? These will probably be worse. 
Some real war strategy is essential—is 
essential in order to prepare for what- 
ever peace lies ahead. 

What are the A, B, C and D's of 
this strategy? 

A. Define the market. 
B. Develop a sales story. 
C. Register that story on prospects. 
D. Organize the distribution. 
These are four fundamental steps. 
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They can be achieved through market 
research. To some they may seem too 
elementary. Others may agree that 
these are excellent, but applicable only 
to the other fellow’s sales problems. 
However, there will be sales executives 
who will develop and use this sales 
strategy. Such leaders are destined to 
forge ahead in these troubled days. 

The point must be made that this is 
no attempt to define specifically the 
duties of a sales operation. That job 
is far too complex to be run by any 
rule of thumb planning. 

This A B C and D should be con- 
sidered only as a yardstick by which 
a sales executive can simplify a num- 
ber of his sales problems. In this 
article, advertising is considered as a 
part of the sales operation. 

Let us examine these four points in 
order. 


A. Define the Market 


This is listed as “A” because until 
this definition is made there is no goal 
at which to aim. How can the captain 
of a ship plot a course until he knows 
the port for which he is headed? Some 
sales chiefs never learn their port of 
destination, They have never analyzed 
their markets to find out who are and 
who are not their ‘live’ prospects. 
Because such a large percentage of 
sales effort is wasted on people who 
are not “‘live” prospects, it is just as 
important to know those who are not 
as it is to know those who are “‘live”’ 
prospects. A study of the automotive 
industry shows that the majority of its 
sales effort is expended on people who 
are not “‘live’’ prospects. In the inter- 
est of conserving energy, these are no 
days to be wasting sales effort. 

Have you ever attended a sales 
meeting where the chief gave the boys 
from the firing line an hour of “in- 


spiration,” ending with such a fitting 
climax as ‘Remember boys, everybody 
is a prospect for Jones’ Soup. There- 
fore, let us not take ‘No’ for an an- 
swer,-but march on and on to victory ?” 
A simple job of market research would 
have shown him that there are plenty 
of people who are not prospects for 
Jones’ Soup. 

There are two steps in defining a 

market: 

1. Define the market by needs. 

2. Divide the market into non-pros- 
pects and “‘live’’ prospects. 

Let’s consider the first. 

Through adequate market research 
a manufacturer can define and isolate 
his market, or if more than one, the 
several markets for his product. 

A market is like a room. Either a 
consumer is in it or he is not, If the 
consumer has no nzed for the product, 
he is not in that market. 

Professor Dale Houghton of New 
York University has pioneered this 
idea over a period of many years. His 
continuing study points out vividly 
that a weed is the market. 

To many people this definition of 
a market by needs will be a new meas- 
urement. Sales executives who have 
heretofore considered a market by sex, 
age, income, geography, etc., may be 
confused by this definition. One must 
remember that these breakdowns are 
but characteristic of a market. A need 
is the market itself. 

Manufacturers of drug store prod- 
ucts are confronted with over 700 
human ailments. Yet only 47 of these 
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The author's viewpoint is backed by 
an experience which includes every step 
of the sales operation. In his first seven 
business years, he worked his way from 
cub retail salesmen to chief factory sales 
executive. 


Mr. Lucas was sales promotion man- 
ager and advertising manager for Stude- 
baker when it became the first autemo- 
bile company to fight its way out of a 
depression receivership. 


During his regime as general sales 
manager of ‘Lincoln Motor Co. the firm 
showed a spectacular increase in prestige 
and sales. 


As vice-president of Muzak, he helped 
pioneer an idea which seems destined 
to be an important factor in the enier- 
tainment field. 
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constitute a market of any size. An 
analysis of the advertising from this 
large industry shows that practically 
all of their advertising dollars must 
be directly aimed at one of these 47 
needs. 

\ headache is such a need. People 
who have headaches have a need for 
a headache remedy and are in that 
market. But there is a part of this 
headache-remedy market that it would 
be unprofitable to work. 

That brings us to the second step in 
defining a market. Divide the mar- 
ket into “nOn-prospects’’ and “live” 
prospects. : 

In doing this, we will first consider 
the potential prospect. A potential 
prospect is not necessarily a “‘live’’ 
prospect. 

Some of the people who have head- 
aches are not prospects for a headache 
remedy. They never use any medicine 
for their headaches. If they were to 
change their habits, they might become 
“live” prospects. At present they are 
“potential’’ prospects. 

A person may have a need for a 
product but never use anything for 
that need, either your brand or a com- 
petitive brand. With effort and money, 
that person might be made into a cus- 
tomer. In most cases, however, the 
cost to sell is too high to make it 
profitable to work these “potential” 
prospects. 


What Makes “Live” Prospects? 


A “potential” prospect is one who 
has a need for a product but who uses 
nothing to satisfy that need. 

There is another group which has 
no need. For example, there are 
people who never have a headache. 
Obviously, they do not now have a 
need for a headache remedy. For the 
sake of clear definition we will group 
these “no needs” with the “potential” 
prospecis and call the combined group 

non-prospects.”’ 

A “non-prospect”” is a person who 
has no need for the product ; or having 
anced for the product, uses nothing 
for it. 

A ‘live’ prospect is one who has a 
need for the product and who uses 
either a particular brand or a competi- 
tive brand for that need: 

In many businesses 80% of the sales 
come from “‘live” prospects. Less 
than 20% of the sales come from 
“non -prospects.” 

To work “non-prospects” is un- 
proiiable. Usually, the selling cost is 
sO «reat that this small volume of 
“no prospect” business is ‘‘loss’’ busi- 
hess. Yet, in spite of this, some manu- 
factu:ers spend as much as 80% of 
their sales effort to get this 20% of 
their volume. 
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“Lieutenant White says he'll split his earnings with the government, 
Major!” 
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An analysis through market research 
of the sales operation of a medium- 
priced automobile showed that its 
“live” prospect was a person who 
owned a car between one and three 
years old in the same price range, and 
who had been in the dealer’s ‘“‘live”’ 
prospect file less than two weeks, The 
others, having been in the dealer's file 
more than two weeks, either had no 
need for an automobile in this price 
class or having a need, did nothing 
about it. These were classified as 


“non-prospects.”’ 

In this case 80% of the sales came 
from ‘“‘live’ prospects; 20% of the 
sales came from “‘non-prospects.” Yet, 
only 20% of the selling effort had 
been spent on “‘live’’ prospects, while 
80% of the selling effort had been 
spent on “non-prospects.”’ 

Eighty per cent of the selling effort 
was spent to get “‘loss’’ business. The 
average for this “non-prospect’’ sale 
was a substantial money loss per car. 
This money loss was in addition to the 
80% wasted selling effort required to 
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get this business. While this may or 
may not be true with any other auto- 
mobile, here we have a clear definition 
of a “‘live’’ prospect and a “non- 
prospect.” In this particular instance, 
it would be easy to stop working “‘non- 
prospects” by the simple process of 
destroying a prospect card after it had 
been in the dealer’s “live” prospect 
file for two weeks. 

Such demonstrations of the high cost 
of working ‘‘non-prospects” should 
leave little argument for wanting to 
sell or advertise to any person other 
than a “‘live” prospect. Yet many sales 
executives, at this point, will start to 
rationalize why it is necessary for 
their particular organization to work 
“non-prospects.” To try to sell these 
““non-prospects” is like trying to row 
upstream. ‘Most sales executives will 
agree that it is hard enough to do it 
the easy way. 

Another reason for making a defi- 
nition of the market is that an analysis 
frequently discloses unknown sales 
opportunities. A study of the market 
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for a certain product, which everyone 
believed that only women bought, 
showed that one-third as many men 
used this product as did women. This 
discovery was a real sales opportunity, 
especially so since there was no such 
ag made for the man’s market. 
e interesting thing is that in this 
case the only change necessary to reach 
the man’s market was to put the same 
product in a man’s package. 
Through market research it is pos- 
sible to define a market. Organiza- 
tions, engaged in market research, are 
doing this work every day for a variety 
of industries. The first duty of the 
sales executive is to define his market. 


B. Develop a Sales Story 


The effective sales story is one which 
shows how the product answers a need. 
Let us consider Mrs. B., who had a 
need for electric refrigeration. A 
salesman called at her door and tried 
to sell her some beautiful hardware, 
an efficient compressor and “hospital- 
clean” porcelain. He couldn’t even 
get her attention, and certainly not her 
interest. She had no need for any of 
these. 

But when the salesman refreshed 
her memory about her need for elec- 
tric refrigeration and then showed her 
how his electric refrigerator answered 
her need, it took only a little time to 
make a sale. Hundreds of trained 
young men are doing this every day. 

Unfortunately, many companies have 
not yet developed their sales story. A 
study of the advertising in current 
magazines will show several examples 
of where a manufacturer is trying to 
sell a gadget rather than to answer a 
prospect's need. 

Many products answer several needs 
and thus have several markets. One 
well-known drug store product is sold 
in headache, indigestion and head cold 
markets. But in each market the sales 
story to be effective must answer that 
particular need. It is interesting to 
note that this particular manufacturer 
spends the same amount of money in 
each of these three markets. In one, 
his results are practically nothing; in 
the second, they are good; in the third, 
they are spectacular, What is the dif- 
ference? In the first, the product does 
not answer a need. There is no natu- 
ral market here and this manufacturer 
could save a lot of money, if he knew 
this. 

Sound advertising tells how the 
product answers a need. Of course, 
if the product does not answer that 
need, then no amount of brilliance on 
the part of the advertising department 
can change that fact. Either a sales 
story is real or it is artificial. 

Some advertising campaigns are 
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built on intuition or dazzling flashes 
of inspiration. But where are the 
spectacular brainstorms of —— 
that became sensational advertising 
campaigns? Some of these expedients 
shot the sales curve up like a trench 
mortar. As soon as the hypodermic 
had worn off, the sales curve came 
down with equal rapidity. 

Such campaigns differ sharply from 
an analysis of facts, showing what the 
need is, and how the product answers 
that need. In times of sales prosperity 
there may or may not be a noticeable 
difference between the results of the 
sound and the unsound sales story. 
But in times of depression, the sales 
volume, based on the unsound story, 
is inclined to take a nose-dive, while 
the volume, created by the sound story, 
rides on a level keel. It has a natural 
appeal and has developed a loyalty in 
the market which proves invaluable in 
times of hard selling. 

One of the popular cigarettes is an 
excellent example of having a sales 
story that answers a need. Through 
this it has built a loyal market which 
keeps it riding easily through a sales 
depression. 


C. Select the Proper Media 


In a nut-shell this means selecting 
the most economical media for regis- 


tering the sales story on the “live” 
prospects. It is obvious that the right 
media for one product may not be 
right for another product. Here again 
an accurate answer can be found 
through market research. A study of 
a particular market will soon reveal 
the medium or media which will prove 
most effective in registering a story on 
that market. A company that is using 
“hit and miss’’ methods in selecting 
its media is likely to go far astray, 
The tragedy is that such methods may 
waste money and seriously endanger 
the sales position of the company 
without anyone’s knowing it, until it 
is too late. 

In selecting the proper media, the 
sales executive should discard the old 
question, “To how many people can 
I expose my story?” Framed on his 
wall should be, “On how many ‘live’ 
prospects can I register my story?” 

Register my story? What does that 
mean? This: It doesn’t matter what 
the salesman or the advertisement says, 
the thing that really counts is what the 
“live” prospect remembers—what reg- 
isters with him. Three factors are 
necessary for registering a story: (1) 
Repitition; (2) Continuity, and (3) 
Brevity. Without repetition there can 
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Advertising Campaigns 


Old and New Products as Promoted in | 
Magazines, Radio, Trade Press, Dealer Helps 


Columbia Records 


Columbia Recording Corp., N. Y., 
CBS subsidiary, will spend over $200,- 
000 publicizing Columbia phonograph 
records for Christmas gifts next 
month. Full color pages and double 
trucks will appear in Life, Newsweek, 
New Yorker, Time. A_ program, 
““Masterworks of Music,” now on 
about 75 CBS stations five nights a 
week, will plug records through De- 
cember. 

A direct mail campaign which Co- 
lumbia will underwrite on a share- 
cost basis with dealers, co-op news- 
paper mats, and a wide variety of store 
and window display pieces complete 
“the most comprehensive seasonal pro- 
motion in the company’s history.” 

According to Patrick Dolan, ad 
manager, surveys indicate that records 
“will be the nation’s No. 2 Christmas 
gift this year.’ With the keynote, 
“For Lasting Pleasure . . . More life- 
like. . . crystal clear . . . now more 
than ever the priceless gift,” Colum- 
bia is seeking to fill that No. 2 spot. 


Benton & Bowles, N. Y., is in 
charge, 


Soaps 

“Four out of five never have really 
clean hands,’ Procter & Gamble ad- 
vises readers of nine upstate N. Y. 
newspapers, “‘until special, double act- 
ing Lava soap’s lather routs out deep, 
ground-in grime!’ Copy (prepared by 
Biow agency, N. Y.) asserts that 
“nothing cleans better than Lava, the 
good gray bar with the world’s cream- 
iest, snow-white lather.” 

P & G is also employing newspapers 
throughout the country for a new 
drive for Oxydol soap, which “gets 
your clothes white without bleaching” 
by providing “hustle-bubble suds.” 
Blackett-Sample-Hummert, Chicago, 
handles the account. 

Colgate-Palmolive-Peet is taking full 
pages in Middle Western newspapers 
for Super Suds. “Rayon-safe” and 
“one-third more suds” are headlined 
in the copy, prepared by Sherman & 
Marquette, Chicago agency. 
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Haskins Bros. & Co., Omaha, is of- 
fering a Hazel Atlas glass tumbler for 
a penny with a purchase of a 24-ounce 
package of Spark, a new granulated 
soap. The offer appears in newspapers 
of that territory. Sidney Garfinkel, 
San Francisco, is the agency. 


Plenty Smokes 


Cigarette production this year may 
pass 200,000,000,000 units, according 
to the latest available figures. For the 
first nine months of the year it was 
153,431,000,000, as compared with 
136,052,000,000 for the same period 
of 1940. September figures were 18,- 
760,000,000, an increase of 3,567,- 
000,000 over September, *40. 

The “Big Three” still are making 
advances in sales, but their share of the 
industry's total is down. In the first 
seven months of the year, it is esti- 
mated, Camel’s proportion of total in- 
dustry volume was 23.68%; Lucky 
Strike’s, 23.21%; Chesterfield’s, 
19.75%. 

Last year, in the same seven months, 
Camel’s share was estimated at 
27.45%; Lucky Strike’s, 26.38%; 
Chesterfield’s, 22.71%. It therefore 
appears that the combined share of the 
Big Three has shriveled from 76.54% 
in the first seven months of 1940 to 
66.62% in the same months of ’41. 

Philip Morris and king size cig- 
arettes—especially Pall Mall—are re- 
ported to be thus cutting down the 
lead of the big boys. As yet that lead 
is still commanding, 


Plywood 


United States Plywood Corp., 
N. Y., is planning the largest cam- 
paign in its history for ‘“Weldwood” 
hardwood and softwood panels, Weld- 
wood glue, Flexwood, and Flexglass. 

Organized in 1919 with an invest- 
ment of $500, the company is now one 
of the largest producers of plywoods 
and building specialties. Says President 
Lawrence Ottinger, “Our chemists and 
engineers have continually created new 
products from wood, chemicals and 
minerals . . . New type plywoods so 
durable and waterproof that light- 
weight boat construction became prac- 
tical, wood panelled rooms at little 
more than the cost of plastered or 
papered walls. 

‘We are also contributing to the 
increasing residential and commercial 
use of ‘dri-built’ construction. Plywood 
pancls, erected on the job or prefab- 
ticaied by mass production, reduce 
wasiage of materials and permit com- 
plet'on of the whole house weeks 
sooner. Under traditional construction 
metiods nearly four tons of water go 
into the plaster for the average six- 
roo: house. While slowly drying, this 
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water in plastered walls and ceilings 
soaks into and warps the structural 
framework. 

“Plywood, built up with criss- 
crossed layers of hardwood, bonded 
under heat and pressure with phenolic 
resins and other new adhesives, pro- 
vides a material with seemingly end- 
less possibilities. It can take the place 
of metals which are currently devoted 
to defense work. For example, ply- 
wood is being used for furnace ducts, 
gutters, and as safeguards for heavy 
metal vats against abrasive wear.” 

Both consumer and trade publica- 
tions for lumber dealers, builders, 
architects, cabinet makers, executives 
of industrial organizations will be on 
the schedule. Marschalk & Pratt, 
N. Y., is mapping the campaign now. 


Elgin Time 

Elgin National Watch Co., Elgin, 
Ill., will sponsor Shirley Temple in 
four Christmas programs over 76 CBS 
stations, beginning December 3, and 
each Friday in the month at 10:00- 
10:30 p. m. The time was made avail- 
able when Louella Parsons and the 
cast of Lifebuoy soap’s ‘Hollywood 
Premiere” knocked off for a Winter 
vacation. 

William Esty, N. Y., is the agency 
for the Elgin radio show (as well as 
for Lifebuoy). 

Magazine copy in color will also run 
until Christmas in The American 
Weekly, Collier's, Esquire, Good 
Housekeeping, Liberty, Life, Look, 
Newsweek, Saturday Evening Post, 
Time, True Story. Newspaper space, 
especially co-op ads with retailers, car 
cards and billboards, assorted dealer 
helps round out the holiday push. 

J. Walter Thompson, Chicago office, 
handles this phase for Elgin. 


Roto for Shulton 


Shulton, Inc., N. Y., breaks its big- 
gest Christmas promotion November 
30. Beside 16 magazines in the fiction, 
service and fashion fields, 38 roto 
sections of papers in 35 cities will 
carry insertions on Early American 
toiletries for men and women. 

Newspaper copy headlines, “Gifts 
in the American Tradition,” and mag- 
azines say, “Old Spice for Christmas 
and all through the year.” Early 
American Pine, Old Spice, for men 
and women, Friendship’s Garden are 
the lines. 

Agency: Wesley Associates, N. Y. 


Blackout 


Star blade division of American 
Safety Razor Corp., Brooklyn, has 
started a new series in Collier's, Lib- 
erty, Saturday Evening Post with a 
blackout technique. Entire background 


of each ad is a jet black. Conversa- 
tional boxes tell the story. Samples: 
“What, no bristly chin tonight, 
Tom?” 
“I’ve switched to Star Single Edge 
Blades !’’ 
“My, your face is smooth tonight, 
im. 
“It’s that Star Single Edge Blade!” 
Gem division of the same corpora- 
tion is still running in over 150 papers 
a free introductory offer of two new 
Gem reversible blades with each pack 
of five Gem single edge blades at 25 
cents. Army and Navy publications 


are also being used extensively to boost 
the Star and Gem Christmas gift lines. 
Agency: Federal, N. Y. 


Van Raalte Co., N. Y., is running a series 
in Life and McCall’s, it tells its dealers, 
“not to sell items of merchandise today, 
when shortages still exist, but to keep the 
Van Raalte name and what it stands for, 
ever in the minds of your customers. It 
is, in effect, an expression of our belief 
in your future and in ourselves, and also 
our way of saying “Thank You’ for your 
clear understanding of a situation which 
necessitated curtailment of: your Van 
Raalte advertising.” Agency: Amos Par- 
rish, N. Y. 


Libby 
Libby, McNeill & Libby, Chicago, 
starts a prize contest November 16 
(Continued on page 62) 
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Priorities Hasten Arrival 


of the Plastic Age 


Plastics have emerged from the cocoon of experimentation, and today 
the industry is going full steam ahead with production for defense, for 
industry, for business and for the home. Photographs of some of the 
winning entries in the Sixth Annual Modern Plastics Competition, 
sponsored by Modern Plastics magazine, are shown on these two pages. 


I. A calla lilly served as the model for 

these graceful candleholders. Made 
of Plexiglas and Lucite, the pieces make 
attractive gleaming but sturdy decora- 
tions on tables or mantlepieces. Designed 
by Norman Beals. Manufactured by 
Celomat Corp. Materials from Rohm and 

Haas and E. I. du Pont de Nemours. 


2. Designed of Catalin, these modern 

lamps are available in a wide variety 
of lovely translucent colors character- 
istic of this particular plastic material. 
Designed by Bert Oppenheim and H. E. 
Miller; manufactured by the Lafayette 
Lighting Equipment Co.; materials from 

The Catalin Corp. 


$3. Glamor cooperates with Uncle Sam. 

The perfume stick, as well as the 
turning and revolving elevator inside, are 
made of plastic instead of metal, thus 


conserving this vital material for more 
important applications. Designed and 
molded by Elmer E. Mills Corp. from 
Lustron furnished by the Monsanto 
Chemical Corp. for Eisenberg & Sons Co. 


4. A molded Lumarith flashlight, 

streamlined and easy to handle, is 
molded by Gits Molding Corp., based on 
Hercules cellulose acetate flake. The 
plastic shell is injection molded in red, 
blue, and black, replacing once again the 
all important metal formerly used to 

house the light. 


eb. Plastics steal this season’s fashion 

show. The exquisitely delicate quali- 
ty of Rexenite has been manipulated 
skillfully into trimming high-lights on a 
pair of black kid gloves and a black felt 
hat. Belying the fragile loveliness of the 
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material is its long-wearing qualities, re- 
sistance to dust and imperviousness to 
changing weather conditions. Designed 
by Louise Sanders. Material from Ten- 
: nessee-Eastman. 


G. A brand new application of plastics 

to window blinds, the Brenlin Rol- 
blinds are the answer to the housewife’s 
prayer. Here again the use of plastic 
has resulted in a product that achieves 
limitless strength and durability together 
with beauty of appearance. Manufac- 
tured by Charles W. Breneman Co.; 
Ethocel plastics furnished by Dow Chem- 

ical Co. 


7. Born of necessity to replace a prac- 

tically extinct aluminum foil, Metex 
Cellulose Acetate, unlike the foil, has a 
very desirable translucency when held 
up to the light, which makes it a perfect 
medium for lamp shades, household 
ornaments, jewelry, etc. Manufactured 
by J. M. Gordon & Co., Inc.; materials 
from the Celluloid Corp. and Monsanto 

Chemical Corp. 


8. Plastics at breakfast for a modern 

American. The Dazey Super Juicer, 
designed by Barnes and Reinecke for the 
Dazey Churn & Mfg. Co., constitutes a 
shining contribution to better living and 
eating. Polystrene from the Bakelite Co. 
is employed for the bowl, strainer and 
reamer; Lucite from E. I. du Pont de 
Nemours is used for the crank and knob. 


9. The new Rexenite fabric woven from 

extruded Tenite threads is extraordi- 
narily strong and resilient but malleable. 
Also the wide range of colors in which 
the thread is available, eliminates the 


necessity of dyeing fabrics or yarns. 

Material by Rosenstein Bros.; Tenite 
from Tennessee-Eastman. 

10. A very modern fellow, he plays 


with plastic toys. These inter-lock- 
ing blocks and screwing-and-unscrewing 
toys are ideal for the very young, for 
they can be sucked, chewed, bitten, 
gnawed, thrown about with abandon 
without injury either to the child or to 
the toy. Designed by Hilary Page; mar- 
keted by Childhood Interests; materials 

by Monsanto Chemical Co. 


LI. She’s skating along on solid, dur- 

able Texolite wheels, which make 
much less noise than her old metal ones 
and have better traction for turning and 
stopping. They are one piece too, and 
will not rust or come loose. Manufac- 
tured by Union Hardware Co.; Texolite 

from General Electric. 


12. Boon to the printer is the new 

plastic printing block which prints 
better and will last from five to eight 
times as long as the wood block. The 
operator can cut deeper, and produce 
clearer work. Manufactured by the 
P. D. K. Print Block Co.; materials from 

Monsanto Chemical Co. 


Tested Tools for Managing Men: 


What They Are, How They Work 


Through the years the combined knowledge and experience of 


management has evolved time-tried sales controls. They are stand- 


ardized. But some executives are not familiar with them, others 


do not use them. Herewith a full explanation. 


Part II of an article in three parts* 


BY BURTON BIGELOW 


Burton Bigelow Organization, Sales Management Consultants, 


New York 


KILLFUL use of modern Airing 
tools, discussed in Part I of this 
article, will usually assure you 
of getting a high percentage of 

men potentially capable of selling your 
product. This capacity is made up 
partly of native aptitudes, partly of 
abilities acquired through training and 
experience. To be assured of the suc- 
cess in the field of even the poten- 
tially capable man, modern sales man- 
agement finds it necessary to prepare 
them specifically for the work they 
must do. As aids in this preparation, 
the up-to-minute sales manager now 
has a variety of experience-tested train- 
ing tools ready at hand. Here are 
some of them: 


A. The Objection Blank: Here 
is an effective training tool that is fre- 
quently overlooked, yet one that can 
be of the utmost help in training a 
new salesman and helping an old one. 
On this blank the salesmen may list 
all the objections and difficulties en- 
countered in their work. This gives 
the sales manager a helpful picture of 
what is occurring out in the field, and 
makes it possible for him to supply 
constructive answers to objections and 
suggest ways and means to overcome 
difficulties. 


B. Product Manuals: This tool 
is self-explanatory. It includes all in- 
formation available on the technical 
and sales details of all products in the 
line, such as materials and processes, 
sizes, models, styles, colors, inspections 
and guarantees, as well as various 
methods of use, manner of packaging 
and shipping, etc. All this should be 
oat in such form that a sales- 
man may, first, easily and quickly pick 
out the salient points of each prod- 


* Part I of the article appeared in the 
November 1 issue of SALES MANAGEMENT. 
Part III will appear December 1. 
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uct; second, that he may return to the 
manual again and again for continual 


study of his products, 


C. Sales Practice Manuals: The 
current development of sales manuals 
in visual form is one of the outstand- 
ing modern helps to salesmen. These 
manuals set up a logical, specific 
routine for the presentation of all sales 
material to prospects and customers. 
They discuss and illustrate the most 
effective methods of selling, go into 
the various reasons why, and present 
a practical framework and outline on 
which salesmen may base and build 
their complete sales presentations. 

In many cases in the past, product 
manuals and sales manuals have been 
combined. Unfortunately, in some 
cases this has tended to create a man- 
ual too bulky, too lengthy, and too 
fearsome in its physical aspects. Man- 
uals of this kind reduce the possibility 
of thorough study by the salesmen be- 
cause they create a mental hazard 
against going through so much mate- 
rial. Therefore, the trend has been to 
separate the product and the sales 
practice manuals so that information 
may be given salesmen in shorter and 
more digestible form and thus not ac- 
tually discourage them even before 
they get started. 


D. Training Bulletins: These are 
helpful in disseminating sales training 
information and actual training courses 
to men in the field. They may be sent 
out at stated intervals, but should not 
be permitted to languish in desk 
drawers or automobile pockets of sales- 
men. Each bulletin, in addition to the 
material contained, should embody a 
reply feature of some sort—either a 
simple acknowledgment blank, or in 
the case of training courses, a return 
sheet for answers to questions. Too 
many training bulletins of this kind 
are sent out without a “hook” that 


enforces action, the result being that 
they are frequently lost sight of in the 
quantity of mail that reaches salesmen 
out in the field. 

In the case of training bulletins sent 
out covering specific products, they can 
be made extremely interesting if set 
forth pictorially, wherever possible. 
Charts, sketches, photographs, even 
blueprints provide valuable informa- 
tion and add considerable “readability” 
to such bulletins. 

It is even possible that occasionally 
a salesman may want to show a home 
office bulletin to a prospect or cus- 
tomer, in order to cover a specific de- 
tail of manufacture, or styling, or prac- 
tical use. He may feel that a bulletin 
of this character would carry the ring 
of authority and impress the prospect 
even more than his own words. 


E. Training Films: One of the 
most modern of all sales tools is the 
sales training film that visualizes the 
step-by-step process of productive sell- 
ing in human-interest fashion. It may 
be of the most expensive character, 
with a ‘‘star cast,” silent or talking, 
or of the more modest type of slide 
film presentation, either silent or with 
synchronized sound. 

The sales training film may be used 
by itself; or as a supplement to the 
sales manual; or tied up with a sys- 
tem of quiz blanks later filled in by 
the salesmen. It may be used for the 
company’s own sales force, or for the 
salespeople of distributors or dealers. 
Not everyone can afford the more ex- 
pensive type of talking motion pic- 
ture; but even small companies are 
able to develop the inexpensive slide 
film presentation that will more than 
earn its cost and its upkeep. 


F. Quiz Blanks: These do a 
highly efficient job on specific tasks. 
To check on what salesmen are doing 
in the field; to obtain reactions to 2 
specific problem; to check on sales 
training courses; to find out what 
salesmen know about a specific prod- 
uct; to provide a basis that the su- 
pervisor or trainer can follow up with 
an oral test . . . all these provide a 
practical field for the use of quiz 
blanks. 


G. Problem and Solution 
Blanks: Here's another helpful tool 
for sales managers that provides con- 
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vue! S REPCRT Name of D.D. 
ON NEW D.D.'S 
PROGRESS Division 


bate Franchise 


Date of This Heport 


CGontacted new D.L. for first personal check-up on 
at A.M. PM. 
Where seen: 
I have examined the new man's answers to Quiz Questions and I have eraded 
them with following results; 
QUIZ NO. SUBJECT GRADE REMARKS 
l. reeding Instructions 
2. Feed Consumption 
3. Mixing Apreement 
46 Commercial Details 
5. Ingredients 
6. Sales Canvasses 


I have required him to give me a word-for-wore canvass with the following 
results: 


MEMORIZED PRESENTATICN 
CANVASS 


NO POORLY GOOD _ GOOD POOR 


General Farin 


Deiry 


Keer Cattle 


Poultry 
Ror 


I héve instructed D.D. on imports 
2) 
Se, 


ee. ‘ 
Say pigs Eo 


PROSPECT REPORT U. S. SLICING MACHINE COMPANY, La Porte, Ind. 
PRINT OR WRITE NAME AND ADDRESS PLAINLY. CHECK ALL ITEMS 


xhibit C: First progress report of Murphy Prod- 
icts Co. which district manager fills in on a new 


alesman (or D.D.). A second report lists diffi- Shia: Sac 
ulties encountered since first visit, checks his sanet 1 aad 
roficiency or weakness in personal selling, using PRE if 


les tools, planning work, etc.; suggests plans for 


: tr 
improvement. 2 


State 


Kind of Business C] Market €) Grocery () Hotel €) Restaurant [J Packer [J] Del's. 1 Inst. 0 Chain 
xhibit E: Also used by Murphy, this survey form Machinein Use _| 0 No 0) Yes What make? If U.S. whet model 
a portrait in miniature of the prospective dealer Deikianesadien O ves Demenstinted Model C1) No, should have Model 
relationship to the products the company sells. crea, |. Costs too mock ©) Sending ensthat tethes [) Business fe poor of sxsail 
xhibit D: Any company needs this type of $n. ehmonetraion 0) Buying other equipment ( Will bey later 1) Noroom [) Not interested 
rmation about every prospect. The back of the Kind of Call C] First Call ( Follow-up Call 1) Prospect from Main Office 
rd has space for “Remarks,” including objections Ran FA Ba bad 


Date of Cail Sat 
Form No. NO OTHER REMARKS NECESSARY 
953-5-35 


to handling the line. 


Diffioult Access 


‘Elevator | Large | wediua 


Small 


6. Rattroad siding? [ives [Ino 


2. RailL] or truck L] Delivery 


8. Storage Capacity(Feed) __Tons | 9. No. of Employees: 


t-Time 


DEALER'S ATTITUDE 


Antagonistic 
eres Cut-Cost Indifferent 
Murphy's Minerale Co-Operative 
Murphy's Calf Meal - Enthusiastic 
. 14. BUYS FROM 
Burl C)Warehouse 
ef () Jobber ) 
ee 15. Survey Made By 
"I6. Remarke! 
wie © 
P66 - 7-14-39 


Exhibit G: 


SFC Se PST HH HHOKNR KTR KH ANnKH BHT HHH 


Terey | cry STREET Ne. 
NAME: FLOOR OSINGLE © RAT 
. () Oumex = APT 
OCCUPATION BUSINESS CONNECTION 0) RENTER 
| . CO Owner 
| 
_ HEATING EQUIPMENT — — 
vee | wo. | oar ONCLUOING HEAT EEBULATOR) imo size tons | stor 
rc} on 
ne SEE OTHER SIDE FOR CANVASSING RECORD 


Exhibit F: Very few selling operations end with the signing of an 
order. From information filled in on this form, Murphy Products 
Co. knows how best to service the account; what its potentialities 

are; what types of “nursing” may be called for. 


Armed with this information, the heating equipment 
company can plan an accurate approach to its prospect. On the 
back of the card are spaces for source of name, date, assigned 
to ...., territory, and a record of salesman’s calls and their results. 


stant stimulation and training for men 
in the field. Every now and then a 
problem arises that creates considerable 
worry in the minds of salesmen. If 
the sales manager will recognize this 
problem promptly, face the issue and 
state it in plain English on a blank 
with its constructive solution, he will 
have an additional sales tool that 
works wonders in keeping his sales 
force functioning efficiently. A con- 
structive method is to state one solv- 
tion—then ask the salesmen for theirs 
—then publish the best. 


H. Progress Reports: These re- 
ports are important for judging the 
performance. and progress of new 
salesmen. They constitute a factual 
basis for conferences between man- 
agers and salesmen; and when re- 
corded on monthly or quarterly re- 
ports, the successive ratings provide a 
true comparative picture of salesmen’s 
development with respect to his cus- 
tomer approach, his mastery of all 
procedure and presentation, his skill 
in answering objections, his facility in 
handling difficult situations, his skill 
in closing, and so on. 

Exhibits of Murphy Products Co. 
illustrate the type of progress details 
checked up on Report Nos. 1 and 2, 
the latter being a second visit and 
check-up on the newly-installed dis- 
trict distributor (as Murphy salesmen 
are called). These reports give the 
home office a fine visual picture of 
their field men. Without them, the 
head office sales executives would have 
to depend on an inaccurate, personally 
colored, word-of-mouth report that, in 
every case, might not do full justice to 
the salesmen. 


3. Presentation Tools 


Lack of modern sales presentation 
tools places many a salesman under a 
handicap that is difficult to overcome; 
while with the more efficient tools he 
can reach figures and volume that 
place him at the head of the parade. 

A typewriter company found that 
by supplying its salesmen with a me- 
chanical part illustrating the type of 
action developed, they placed many 
more machines in offices on trial. 

A gas utility company increased the 
sale of gas ranges by supplying its 
salesmen with a model of an improved 
burner used in the latest type range. 

A coal company doubled its num- 
ber of new customers by giving sales- 
men an illustrated portfolio, visualiz- 
ing for the housewife the advantages 
of using coal as compared to other 
products offered by competitors. 

A fertilizer company attributes 4 
recent increase in sales to a talking 
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General Jackson didn’t know the war was over! 


N 


Messages traveled slowly in 1815... 
the Battle of New Orleans was fought 
fifteen days after peace had been signed! 
History couldn’t wait for communica- 
tions to catch up. 

But today’s communications speed up 
history. To help keep the Defense Pro- 
gram in high gear, teletypewritten mes- 
sages criss-cross the country ... speeding 


BELL 


SYSTEM TELETYPEWRITER 


VEMBER 15, 1941 


the construction of new plants, routing 
materials, directing production of vital 
military supplies, bringing up-to-the- 
minute news to all America by news- 
paper and radio. 

Developed to serve business in time of 
peace, the teletype is proving its worth 
to the whole nation in this 
present emergency. 


S25 


AN OLD ENGRAVING FROM THE BOOK, ‘‘LIVES OF THE PRESIDENTS** 


SERVICE 
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film presentation, supplied its salesmen 
for showing at local grange meetings. 

Every sales manager will naturally 
explore all possibilities for using the 
latest presentation tools to increase his 


salesmen’s effectiveness. These tools 
also include such aids as: 
A. Samples: The presentation 


“natural” is the sample of the product 
itself; but of course, it should be kept 
presentable at all times and properly 
housed in a suitable container. For 
bulky, heavy products, managers will 
find it extremely effective to provide: 


B. Models or Miniatures: Oil 
burner companies, refrigerator com- 
= construction companies, boat 

uilders, automobile manufacturers, 
food products manufacturers, railroad 
supply manufacturers, are all users of 
these splendid little sales tools because 
they have found from experience that 
they help salesmen to make a presen- 
tation that is interesting, attention-get- 
ting, and resultful. 


C. Photographs: If properly 
posed, lighted and presented, photo- 
graphs are excellent presentation tools 
because they can be made interesting, 
attractive, and often glamorous. They 
help to provide the spark of human 
interest that motivates the prospect 
Testimonial photographs 
showing installations, actual uses, sug- 
gested new uses—are all highly pro- 
ductive because they stimulate and 
illustrate actual conditions—of—-use in 
which the prospect is interested. 


D. Sales Films: Among the 
most modern sales tools are film pres- 
entations—either slide or motion—in 
which the product itself, or the manu- 
facture or use of the product is shown 
to prospects either singly or in groups. 
Such organizations as General Electric, 
Consolidated Edison, General Foods, 
National Biscuit, Armstrong Cork, 
New Haven Railroad, all use films 
with unsual effectiveness and profit. 


E. High Spot Visualizers: The 
use of book, easel or portfolio pres- 
entations is one of the outstanding 
developments of modern visual sell- 
ing: To put over a specific service, or 
a new product, or to merchandise a 
new slant on an old product. 

However, while suitable presenta- 
tion tools can strengthen a man’s sales 
efforts and build increased profit for 
his firm, they can also result in a waste 
of money unless three things are done: 
1. They must be carefully selected 
with a view to efficient presenta- 
tion and convenient handling. 
Standard methods for their correct 
and effective use must be devised. 
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3. Salesmen must be drilled in these 
methods so they use them prop- 
erly, unhesitatingly, and _ thor- 
oughly. 


As an example of what can happen 
if this is not done: A large brewery 
spent $18,000 on a beautiful colored 
portfolio for its draft beer salesmen 
to present to tavern keepers. They did 
not discover until too late that the 
portfolio was so large, heavy and awk- 
ward to carry that the salesmen never 
used it. 


In another case, an oil burner com- 
any — its salesmen with a 
eautifully illustrated portfolio to show 
prospects; but salesmen had not been 
instructed to keep it in their own 
hands and obtain the prospect’s agree- 
ment as the story was developed from 
page to page. Inasmuch as the port- 
folio was written only in outline form, 
with the expectation that its tele- 
graphic phrases would be elaborated 
on by the salesmen, it was almost en- 
tirely ineffective when handed to the 
prospect to read, solo-fashion. Unfor- 
tunately, this is the mistake most of 
the salesmen made; and they made it 
because management had failed to 
train them in its proper use. 

Incidentally, many firms make the 
mistake of having the advertising de- 
partment prepare presentation tools 
for salesmen’s use without requiring 
them to consult continually with the 
sales executive. It is a well-known fact 
that advertising departments do not 
always have the sales viewpoint, par- 
ticularly the hard-boiled, realistic view- 
point of the salesmen in the field. 
They must be given this sales view- 
point very carefully, or, better still, 
creative sales presentation work of this 
kind should be handled by a compe- 
tent member of the sales department, 
or the sales promotion department. 


4. Territory Management Tools 


A sales territory is an opportunity. 
To make sure that the opportunity is 
used to its fullest advantage, certain 
management tools are advisable. 


A. Prospect Cards: It seems 
hard to believe, but we encounter hun- 
dreds of salesmen who maintain no 
organized prospect lists. In order that 
calls on prospects may not be wasted, 
and that proper follow-up may be 
carried on, it is vital to have full in- 
formation on prospects worth follow- 
ing up. The prospect card of the U. S. 
Slicing Machine Co, indicates the type 
of information it is desirable to have on 
a prospective customer. (Exhibit D.) 

The prospective dealer survey and 
report card of Murphy Products Co. 
provides space for a record of repeat 


calls on the prospect (see Exhibit E, 
page 25); while its dealer surve; 
form provides for a complete record 
of the equipment, facilities and trad 
ing area of every one of its dealers. 
(Exhibit F.) 

The heating equipment prospec: 
card provides for a survey of heating 
equipment and full preferences on on: 
side, and a canvassing record on the 
other. (Exhibit G.) 


B. The Customer Record Book. 
How many sales managers have a 
complete written record of all thei: 
customers? How many managers have 
available, in convenient form, a sheet 
that gives such information on the cus- 
tomer as kind of store, location details, 
inside and outside facilities, type of 
stock carried, financial information 
and credit references, etc.? 

Information along this line can cer- 
tainly become a helpful tool for sales 
managers, to say nothing of its con- 
trol features from the standpoint of 
checking up on what is being done to 
help dealers. 

A duplicate of this customer record 
should be in the hands of the sales- 
man on the territory. He will find 
dozens of ways to use it. For example: 
To refer to customers’ previous large 

purchases. 

To show what others—particularly 
dealers—are purchasing. 

To refer to detailed styles, models, 
sizes, colors, etc., that have been 
purchased. 

Hardly any tool of sales control is 
more valuable both to management 
and field men. 


C. Territory Maps: To help in 
visualizing sanhaie—lats actual and 
potential —territory maps ate ex- 
tremely useful, Present outlets may be 
indicated as to market value, prox- 
imity to each other, volume, rating, 
present and future potential. Some 
managers have used small maps of in- 
dividual territories, spotted with in- 
formation to aid the salesmen, and 
have insisted that salesmen use sim- 
ilar maps to aid them in visualizing 
the field job they are doing. Others 
have sent out these maps in blank 
form and have insisted that salesmen 
fill in the necessary date and return 
them to headquarters for check-up. 
Any one of these methods provides 
control through complete information 
and have proved their value in actual 
use. 


* *# * 


Part III of this article will discuss 
a wide variety of tools for use in 
planning the salesman’s work, and an 
equally valuable group for controlling 
and supervising his activities. 
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LETTICE LEE STREETT is a 
newcomer to Oklahomans, but is* 
already proving herself a prime 
favorite with mothers. 


DOROTHY DIX is almost as 
much a “must” for The Sunday 
Oklahoman as the paper's own 
familiar masthead. 


ALICE HUGHES brings little 
old New York to Oklahoman 
readers in a manner both men 
and women enjoy. 


JOAN GARDNER brings to 
Oklahoma women the latest 
fashion news from New York's 


FAY TAYLOR, local staff fash- 
ion artist, gets her inspiration 
from roaming about in Oklahoma 


ELIZABETH McRAE BOYKIN 
brings a new home decoration 
feature to readers of The Sun- 
day Oklahoman. 


sparkling Fashion League. City shops. 


JOSEPHINE LOWMAN, using 
Powell models, helps Oklahoma 
women solve the ever 


PEGGY HIPPEE rules as edi- 
tor of women’s features for the 
Oklahoman and Times... the 
state’s greatest newspapers 


EDYTH T. WALLACE is an 
Oklahoman staff member whose 
“Points for Parents’ appears in 


AUNT SUSAN, local staff home 
economist, has for more than ten 
years been acclaimed Oklahoma's 
housewife-in-chief. 


HEDDA HOPPER opens the 
doors to Hollywood every morn- 
ing for Oklahoman readers who 
crave film news. 


EDITH JOHNSON, dean of 
Oklahoma woman writers is en- 
tering her 32nd year on the staff 
of The Daily Oklahoman. 


perplexing 


figure problem daily 32 other newspapers. 


: 


FOR THESE WOMEN 


Whi Fury 


Every twelve months The Daily Oklahoman 
serves its women readers with women’s features 
equivalent to 1,883 magazine size pages! New 
woman’s features added since September 29, 
selected from the pick of top-flight writers and 
artists, combine with a star-studded array of 
longtime favorites to make The Oklahoman the 
most widely read newspaper, the most power- 
ful sales force, among Oklahoma’s largest con- 
stant audience of women. This audience makes 
up a buying brigade worthy of intensive culti- 
vation .. . capable of shoving state department 
store sales for the four weeks ending October 
4, 1941, 17% above last year’s figures. 


E DAILY OKLAHOMAN 
LAHOMA CITY TIMES 


ca THE OKLAHOMA PUBLISHING COMPANY 
THe FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLoRADO SPRINGS 
KLZ, Denver (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


The “Cookie Carnival” lends itself equally well to bulk and packaged tid-bits. 
It opens new accounts, invigorates apathetic older accounts. 


Displays That Coax Women to 


Say,“—and Some Cookies, Too” 


Impulse goods such as cookies are on few shopping lists. So they 
must be piled up at the point of sale in mouth-watering pro- 
fusion. Consolidated imparts to grocers the knack of skillful 
stacking. Result: Jingling cash register bells. 

Based on an interview with 


W. E. REHMANN 


Sales Promotion Manager, Consolidated Biscuit Co., 
Chicago 


He felt that the carry-through, at 
the point of sale, was enormously im- 
portant if the manufacturer and the 


‘4 TACK ’em up!” The voice 
is the voice of W. E. Reh- 
mann, cookie-man extraordi- 
nary. “Get the cookies out 

there in island displays, out on the 
counter where they can be easily picked 
up, out where they'll hit the food- 
buyer in the eye. Cookies are impulse 
items.” 

Mr. Rehmann’s job is to toot the 
horn for cookies. No so long ago, 
between 1929 and 1933 he was liter- 
ally tooting another kind of horn. In 
those years he was chief sound tech- 
nician with N.B.C. That was when 
the sound departments, in radio, were 
being built up; coming into their own. 

It was while he was making weird, 
and funny, and other kinds of sounds 
for the pleasure of the radio audience 
that Mr. Rehmann became interested = Geen saint, etmmane 
in food merchandising. He worked from the regular 
on a great many shows that advertised stock, orange crates, 
food products, and he began to won- — : o— that 

s up little room, 
der how the store keepers throughout but moves plenty of 
the nation were following through orange cream cook- 
with the merchandising of the goods 


ies. Just one of the 
whose virtues were being broadcast ineaiee eg 
over the air. 
[30] 


tions. 


dealer were both to cash in fully on 
the radio programs and other adver- 
tising. He wanted the retailer to cash 
in. That would help everyone coa- 
cerned. The more he studied the situ- 
ation, the more research he did, the 
more he wanted to get into the actual 
field of selling. 

Opportunity came along in 1934 
when Mr. Rehmann went to work as 
merchandising manager for a grocery 
chain that operated in several states 
west of the Mississippi. Right away 
he started to work on point-of-sale 
merchandising as a follow-through for 
food products advertised over the 
radio. He found out soon that dis- 
plays not only stepped up the sales 
of featured merchandise, but that the 
customers bought more of all goods 
that were properly displayed. 

More, he found that “impulse 
items,” items not on “‘need lists,” were 
the best bets for real displays. And 
that’s where cookies came into his life. 

Women, he observed, when they 
came to the grocery stores with need 
lists written out, would have listed 
meat, potatoes, flour, cheese, baking 
powder, all manner of staples and 
such—but, almost never, cookies. 
When you sold a woman cookies, he 
considered, it was an extra sale. 

So Mr. Rehmann set up a program 
of displaying cookies prominently in 
all his stores. He put them out where 
the women would meet them face to 
face . . . and cookies sold in ever- 
increasing volume. It wasn’t long be- 
fore he became known as a cookie 
expert. 

About a year ago Consolidated Bis- 
cuit Co., of Chicago, reached out and 
gtabbed him. Consolidated was 
formed a few years. ago by bringing 
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What happens to the peaches 
the farmer doesn't eat? 


Go to waste? Of course not! This winter, when bare- 
limbed peach trees stand black against the snow, you 
and I will eat luscious, golden peaches. 

America has peaches on its table every month—and 
peas and beets and beans—because food packers swift- 
ly seal the goodness of ripened farm products in tin 
cans and Duraglas jars. 

Packaging is the transportation system that brings 
America a balanced, health-giving diet the year 
‘round. The makers of metal and glass containers 
supply a vital need—trustworthy, economical packages 
in which American industry distributes foods, drugs 


OWENS “ILE 


and countless other necessities throughout the nation. 

Packages are important in defense. With containers 
to preserve them, no food product need be wasted. 
Into bottles, jars and cans also go the chemicals, 
drugs and essential materials that must be accumulated 
as defense stockpiles. Most of all, modern packaging 
helps keep life on an even keel. 

As makers of both Duraglas and Metal Containers, 
we are proud to be part of this basic industry. From 
our laboratories have come many of the advances 


in packaging. From them will come more... to better 
serve America. 


INOIS 


MAULCE 


GLASS CONTAINERS + METAL CONTAINERS + CLOSURES + SHIPPING CARTONS 


Owens-Illinois Glass Company, Toledo « Owens-Illinois Can Company, Toledo 
Libbey Glass Company, Toledo « Owens-Illinois Pacific Coast Company, San Francisco 


NovEMBER 15, 1941 


“No can opener is necessary—you just light the fuse and the baby bomb 
blows the top off!” 


* 


together the Thinshell Products Co., 
Hampton Cracker Co., and Davidson 
Biscuit Co, 

Getting proper retail store displays 
for his cookies is Mr. Rehmann’s big- 
gest problem, he thinks. He says: 

“Cookies have been selling them- 
selves, in a limited way, in retail 
stores, longer than you or I can re- 
member. They have been selling 
themselves because people enjoy eating 
them . . . and that’s the reason you 
see cookies offered for sale on every 
corner in America. There is a definite 
demand for cookies, a demand so good 
that every dealer should take a keen 
interest in selling them. 

“Reports from my men indicate that 
more and more dealers are becoming 
aware Of this. I believe that today 
there is an expanding market for 
cookies and that an active industrial 
machine is creating an unprecedented 
demand for sweets.” 

To cash in on this the Consolidated 
Biscuit Co. is building merchandising 
plans for two types of stores—the 
self-service market and the service 
grocer. Pound boxes were developed 
primarily for the self-service markets. 
These are made of neatly printed card- 
board with a cellophane top. Visi- 
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bility, cleanliness and. lure are the 
result. Display suggestions are sent 
out to get these pound boxes on the 
counters, in island displays, in spots 
where they are at the fingertips of the 
buyers. Numerous manufacturers offer 
small boxes or bags, in fractions of a 
pound. Consolidated pushes full 
pound sizes. 

Merchandising cookies in the serv- 
ice grocery store comes in for much 
attention on the part of Mr. Rehmann. 
He says: 

“Selling cookies in bulk is still the 
most profitable method in building 
sales volume in the clerk-serve store. 
People like to buy them that way. But 
here, too, good packaging ne? an 
important role. Bulk cookies for 
many years have been shipped in plain 
cartons. The cartons were containers, 
little more. Now we are printing 
them in bright colors, with sales mes- 
sages on them.” 

Point-of-sale cards, talking price, 
are supplied. When the top carton 
is emptied it goes down to the bottom 
of the pile and a full one takes its 
place. That goes on until all are sold. 
The display always gives the appear- 
ance of being a full stock. Better 
looking boxes have proved vital in 


selling “deals” to the grocer. Deals 
bring special promotions. 

In a recent campaign orange cream 
sandwich cookies came in for a spec- 
tacular development. Two artificial 
orange trees, made of paper, the tops 
green with bright oranges on ther in 
color, were supplied to retailers. The 
idea was to stand one tree at each side 
of a floor display. The orange creams 
were displayed in bulk containers also 
printed in green and orange. The sug- 
gestion was made to grocers that they 
pile up real oranges around the bases 
of the trees, on up-ended, green- 
masked orange crates. 

This idea gave the grocers an atirac- 
tive display at almost no cost whatso- 
ever. The oranges, when the sale was 
over, could go directly back into stock, 
and the orange cases were destined for 
the scrap pile, anyway. With this 
deal went, without cost, one decorated 
acetate cover for the top display car- 
ton; one two-color window sign; two 
40-inch orange trees; two pedestal 
covers and two special price signs. 

“Cookie Carnival” was the title 
of another push. This included an 
aisle display rack supplied free, 
421,x20Y/,x25 inches. Printed in red, 
blue and orange, it showed a Circus 
clown with letters on vari-colored bal- 
loons printed on the background 
spelling out the words, “Cookie Carni- 
val.” Pennants carried such slogans 
as ‘New Varieties,’ “Extra Added 
Value,” and “Fresh From the Oven 
to You.” 


Seeing Means Wanting 


‘Not only do these promotions in- 
crease sales per store, but they open up 
new accounts as well,” Mr. Rehmann 
said. “To sell cookies and more cook- 
ies you don’t have to build expensive 
displays; you don’t have to make them 
elaborate. But try to get a touch of 
the theatrical about them. 

“The main idea is to have the cook- 
ies out there where they are readily 
seen and handy to pick up. It is im- 
portant to have them either in attrac- 
tive bulk containers or consumer 
packages. The goods must look bright 
and fresh. A bright package whispers 
to the buyer that the product is good 
. . . an unhappy package, an unhappy 
product.” (Consolidated’s packages are 
produced. by Gardner-Richardson.) 

Tooting a horn for radio and mak- 
ing odd noises to dramatize the songs 
and stories that come over the aif 
lanes is, of course, little more than 
putting increased interest in the pro- 
gram. It’s done to compel attention. 
It “‘sells’’ radio to the listening public. 

‘Make *em want ’em,” is the pri- 
mary idea back of it all. Dramatizing 
cookies is working to the same end. 
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What’s behind the all-time “heat highs” which Better 
Homes & Gardens established this year? Just this. sim- 
ple, but tremendously significant fact: Better Homes & 
Gardens is hot because it’s helpful—helpful to the 
2,400,000 families who read it for the SOLE purpose 
of learning how to improve their homes—how to add 
to the fullness of family life. Helpful to home makers 
who want to buy more intelligently, today and tomor- 
row. Here are the 1941 results of this editorial concept: 


HOT— more advertising linage 
HOT— more advertising pages 
HOT— more advertising revenue 
HOT— more total pages in the book 
HOT— more 4-color advertising pages 
HOT— more advertisers 

HOT— more circulation 

HOT— more editorial lines: 

HOT— more editorial pages 


HOT— more 4-color editorial pages. 


By vote of America’s biggest suburban home market, 
Better Homes & Gardens is the HOT book for adver- 
tisers. Sizzle into ’42 with the home magazine that’s 
completely devoted to the home .. . entirely centered 
on helpful, usable home service. 
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This is Book Week, and I am re- 
minded of the columnists’ perennial, 
“What ten books would you want on 


a desert island?’ I’m not going to 
suggest ten, but one . . : the telephone- 
book, filled with names of people who 
couldn't get at you, misanthrope that 
I am. 

i a 

Don't take that “misanthrope’’ busi- 

ness seriously, 
26 
Percherons’ fetlocks: Horsefeathers. 
. es s 

Beau Beals tells about little Johnny, 
whose English teacher whaled him for 
ending every sentence with a proposi- 
tion. 

* * & 

I used to write such formalized copy 
for Stetson Hats as: ‘Men of substance 
are announced by their cars, their 
clubs, and their clothes.” It is re- 
freshing to see Stetson break with the 
past of stuffy style copy. In a New 
Yorker page a while back, Peter Arno’s 
colonel was pointing to a hat in his 
trophy-room, saying: “I bagged that 
Stetson during the lunch-hour rush in 
The Waldorf-Astoria Men’s Bar.” 
The copy said: 

“After you've worn a Stetson Vita- 
Felt for a while, you feel a little dif- 
ferent about hats. Maybe the Vita- 
Felt #s just a hat . . . but it’s so lively, 
the felt is so springy and soft, the 
shape is so becoming, the quality is so 
evident . . . by George, you get sort 
of attached to it. And then you think 
how it's made by American workmen, 
at American hours and American 
wages, And is there anything wrong 
about that? And, if there is, do you 
want to make anything out of it?” 

. 8 8 

Author! Author! We have a re- 
quest for the source of that old gag: 
“An advertising agency is 15% com- 
mission and 85% confusion.” 

* * & 

Clowning in the upper house might 

merit the title, “Mack Sennettor.”’ 
* * * 

In “The Real France Speaks,” in 
The American Mercury, Edouard Her- 
riot, former Premier of France and 
Mayor of Lyons, recalled sentimentally 
the many ties that bind his country to 
ours. He forgot to mention Franco- 
American soups. 
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The really “low” countries turned 

out to be those under the swastika. 
* ok 

Lockers on the Grace Line ships 
are, you might say, Santa closets. 

se @ 

Copywriter Lingo Dept.: “The B-44 
is stamina-styled for better looks, with 
new Double-Duty Bumpers, new Fuse- 
lage Fenders, new sleek-line Fisher 
Bodies and Strato-Lounge Interiors. 
It's stamina-built for better durability ; 
with heavier new Dreadnaught Frame, 
enlarged Hydraulic Brakes and added 
weight where weight counts. And it’s 
stamina-powered for long, trouble-free 
life, with new higher compression 
Econo-Master Engines that develop 
more ‘fire-power’ with minimum use 
of gas.” 

eo 

Good parenthetic headline by Mark 
Cross: “(At least, you can /ook like 
an heiress) .” 

* * 

The song, “I Don’t Want to Set the 
World on Fire,” will appeal to a lot 
of us who aren't. 

* ok 

“Demand Shrinks in Wool Market.” 

Headline. You know how wool is. 

Washington’s Jack Hoopes sends a 
card put out by Judd & Detweiler, 
printers, which lists special rates for 
listening to your golf claims. For ex- 
ample, “Blow-by-blow story of 18 
holes under 85, $2.00.” 

* 

The S & M Lamp Co., Los Angeles, 
has issued a timely booklet on its “De- 
fense Production Facilities,’ starting 
with a nostalgic picture of the original 
factory and a bit of history to match. 

* ok 

“Speaking of zanies,” writes Ro- 
chester’s Mark Van Liew, ‘‘and paying 
respects to your chief zany-contrib 
(Ed. Pope), how about: ‘Well, read 
my Bull and call me Pope.’’’ He also 
reminds us that his town’s Genesee 
Brewing Co. has traveled a 12-horse 
team from town to town for six years, 
using Belgians instead of Clydesdales. 
That’s fine, Mark, Maybe the horse 
is here to stay. 

e*¢ 8 

Sales Manager Lewis and A. A. 
Leffler, of Anchor Stove & Range, 
New Albany, Ind:, have made me an 


honorary member of “SPOOFS.’ 
(Society Prevention of Over-Fatigued 
Salesmen.) The eight-plank platform 
should appeal to many a knight of th 


grip. 
* *e & 


“Tabu, the forbidden perfume, 
smoulders on and on. Curiously las:- 
ing, this sultry perfume, only recent!; 
come to America. Heady on the skin 
but even more disturbing on gowns 
or furs. Its haunting scent lingers on 
for days, even weeks.’ Confidentially, 
it sticks. 

* * 

Wes Ecoff lamped this mortuary 
gem in the Butler County Press, of 
Hamilton, Ohio. The Griesmer-Grim 
Funeral Parlor, operated by Paul 
Sick, has ‘America’s finest invalid 
car.” That ought to cheer a body up, 
and we do mean body. 

* 6s 

Turkey is sure to get it in the neck. 

Next Thursday, of course. 
* ok 

“Now! We can’t even whisper 
below a shout!’’, headlines WCAU, 
in celebration of its new $250,000 
transmitter at Moorestown, N. J. And 
then, down in the body-text, falls into 
the common error of spelling ‘‘vocal 
cords” with an “h.” 

e ¢.s 


Vultee Aircraft heads a two-color 
second cover: “Berlin Express.” We 
hope. 

* * & 

The New Yorker tells of a contest- 
addict who won $5 by feverishly 
penciling just before the deadline: “I 
like Ivory Soap because I like Ivory 
Soap.” Maybe I’ve been taking my 
contests too seriously and maybe, as 
I've often suspected, the winners are 
drawn blindfolded from a basket. 

x * * 

Theme for a soap: “Don’t depend 

on washful thinking.” 
* * & 

“Ice Is $80 a Ton at Anchorage, 
Alaska.”’Headline clipped by Ray Mc- 
Guigan, who wonders what he'd have 
to pay a ton for coal at Newcastle. 

> 

Jack Anthony says it’s doubtless a 
coincidence, but it seems that when- 
ever we're concerned with the freedom 
of the seas, the gals go in for freedom 
of the knees. 

* * & 

“I am sort of getting the horse be- 
fore the cart,” says Louella Parsons. 
Well? 

e ¢ 2 

Headline for Lux: “The ladder and 
the hose.””. To which Bill Harvey 
adds: ‘‘No runs, n@ errors, and what 
a hit!” 

T. HARRY THOMPSON 
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A Sound “Grand 


Strategy” for Sales 
(Continued from page 20) 


be no registration. If this were not 
so, then a one-time campaign would 
sell the idea. But, without continuity 
there can be no repetition, It is a 
moot question whether it is the first 
or the tenth impression that registers. 
But, it is a known fact that if the sales 
story is honest and the same format 
and the same simple message are re- 
peated, that, at some point along the 
line “live” prospects will begin to be- 
lieve it. Without brevity there is only 
the confusion of too many ideas. An 
advertisement that can sell one idea is 
excellent. If it can sell two ideas, it 
is wonderful. An advertisement that 
can sell three ideas is almost unique. 


D. Organize the Distribution 


Distribution should be organized so 
that if any part of the sales plan fails 
to function, figuratively speaking, a 
little red flag will wave as a danger 
signal. Should any part of the plan 
fail, then, for the time being, this part 
should become the Number One job 
of the sales executive. 

But a plan is no better than the men 
who carry it out. Therefore, the re- 
sponse of the salesmen to esr and 
their enthusiasm for their leadership is 
all important. This seems a little aca- 
demic when you see it in cold print; 
yet there are many sales executives who 
could materially increase their sales 
efficiency by giving more attention to 
the responses of their men. In this 
connection, one of the most foolproof 
programs is for the sales executive to 
find out what is the personal goal of 
each of his men and then to help each 
man to reach it. Carrying out such a 
plan as this will automatically solve 
many of the problems of personnel. 

It is a true saying that an organiza- 
tion is but the lengthening shadow of 
the man who leads it, This is a re- 
minder that a sales chief must be the 
fountain head of inspiration for his 
men. Enthusiasm must be genuine. 
Enthusiasm comes from the heart, and 
is not a thing which a man can act. 

It is appropriate and necessary to 
urge sales executives to spend more 
time on the firing line. Here is the 
place to find sales resistance and sales 
Opportunities. Here is the place to 
tub elbows with and to get close to 
the men who look to him for leader- 
shiy 

Organizing distribution a sales 
execitive should analyze his outlets to 
fn’ out which ones are profitable, 
Which are not. He should make the 
samc analysis of the items in his line. 
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Get a fresh slant on America's 27th market—the 
Troy-Albany-Schenectady metropolitan district (U. S. 
Census Bureau delineation.) Note Troy's importance 


in this $199,031 ,000 sales field. 


More than 140,000 persons, a third* of this metro- 
politan district's consumers, live in the A.B.C.-defined 
Troy City and Retail Trade zones, which have a total 


population of 201,613. 


Only through The Record Newspapers can you 
reach this important segment. In addition, Troy's sole 
dailies provide the second largest newspaper audi- 
ence in this metropolitan district, reaching 25°, of all 


homes, and at a single rate of only |2c per line. 


*32.4°/,, to be precise. 


The TROY RECORD 
The TIMES RECORD 


THE RECORD NEWSPAPERS 


J. A. Viger, Advertising Manager 


Black area is the 
Troy third of Ameri- 
ca's 27th market. 


al 
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A millinery company, after making 
a thorough research of its distribution, 
eliminated 404 “‘loss’” outlets. As a 
result, in a year when all business was 
going down, it increased its net profits 
15%. 

A recent study for a textile company 
showed that of 914 items in its line, 
527 were regularly sold at a loss. The 
sales manager immediately cut out 
most of these, perhaps in the hope that 
this “loss” business would go to his 
competitors. 

If you could sit for a day by each 
of one hundred sales executives, you 
would get an interesting perspective 
on each man’s job, You would see 
sales executives so lost in detail that 
they have no time to do this A, B, C 
and D measuring. 


Then again, you would see other 
sales executives who allocated every 
possible detail to subordinates. These 
men are constantly on the watch for 
any part of the sales plan that is not 
functioning. They have time to think 
about how they can improve the A, B,C 
and D. They have time to reappraise 
and revitalize themselves periodically. 

These sales executives are far enough 
away from the trees that they have 
sufficient perspective to see the entire 
forest, They can evolve new sales 
plans to meet new conditions which 
arise. It is this kind of sales executive 
and only this kind of sales executive 
who will be able to lead a sales opera- 
tion through the uncertain days of this 
world war and the even more uncer- 
tain days of peace. 


Practical Ideas for Contacting 
Customers Between Sales Calls 


This is no time to treat your trade to a campaign of painful silence. 


Under present difficult conditions it is more necessary than ever 


that you say the right thing—and say it often enough to maintain 


good will. 


BY LAWRENCE VALENSTEIN* 


President, The Grey Advertising Agency, Inc., 
New York 


OUR trade is probably asking 
itself: ‘What the hell?’ more 
often these days than ever be- 
fore im your generation or 
mine. If you're more than a bit con- 
fused by current events (and who 
isn't?) you may be sure that whole- 
salers and retailers are even more be- 
wildered. The only reason some 
wholesalers aren’t pulling their hair is 
that they just haven’t any hair left to 
pull. As for retailers, they have so 
much about which to worry that even 
their bald pates are dismal and dull. 
As a consequence, while there al- 
ways was good reason for making 
contact with the trade between 
visits of salesmen, there is even more 
substantial warrant for doing so today. 
Silence never bred confidence. It 
breeds the opposite today. And, sad 
to relate, so many wholesalers and 
retailers are being treated to cam- 
paigns of painful silence that the 
good will built up by some manufac- 
turers through years of effort is being 
* This is the fourth of a new series of 
articles by Mr. Valenstein on sales promo- 
tion, Others have appeared in the August 
15, October 1 and October 10 issues of 
SALES MANAGEMENT. 
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rapidly dissipated. The situation is 
aggravated by the fact that not only 
are fewer contacts with the trade 
being made by mail or through trade 
paper space, but wholesalers and re- 
tailers are being called on less fre- 
quently by manufacturers’ salesmen. 

Don’t assume that a fine-looking 
color ad which none-too-humbly re- 
lates your contribution to national 
defense is going to keep everybody 
happy. It will roll off your trade’s 
mind with the ease of water off the 
proverbial duck’s back. Contact with 
the trade between visits of salesmen 
always was a tough sales promotional 
job—today it is tougher than ever. 

Well, then—what should a manu- 
facturer do to keep his trade content 
between visits of his salesmen ? 

I think a categorical answer can be 
made to that question; and this is 
how I would answer it: 

1. Don’t boast about your con- 
tribution to national defense. 

2. Don’t humbly ask for the 
trade’s indulgence—don’t apologize 
and don’t explain. 

3. Assume that every sensible 
business man (and some wholesalers 


and retailers really are sensible, be- 
lieve it or not!) knows what is going 
on and ‘therefore wants to hear not 
“why” things are as they are but 
“what” to do about it. 

Let’s take a specific case. Here is a 
company making a line of radios. It 
decided that the raw material situa- 
tion suggested the positive need of 
cooncentrating its production, to the 
greatest degree possible, on higher- 
priced models. Some of its lowest- 
priced models have been dropped 
completely. The tail-enders in_ its 
present price line are not to be 
pushed. All promotional emphasis 
will be on its higher-priced models, 
particularly its  radio-phonograph 
combinations, 


Opportunities, Not Tears 


This radio manufacturer decided to 
send his retail and wholesale accounts 
a series of bulletins that would in- 
struct the trade in the art of trading 
up. Note, if you please, that this 
manufacturer in his trade bulletins 
isn’t weeping salty tears over his raw 
materials situation; he isn’t asking for 
the sympathetic understanding of the 
trade. Instead, he very smartly oper- 
ates on the assumption that the trade 
has enough good judgment to realize 
that there is both a need to make 
higher-priced radio models and an 
unusual opportunity to sell them. 


Bulletin Number One sketched the 
history of radio; how the early elec- 
tric models sold for hundreds of 
dollars; how models were made 
smaller and smaller and stripped to 
the point where a retailer had to sell 
ten sets to take in ds large a gross as 
he formerly did when he sold one 
set, and how profits dropped accord- 
ingly. The bulletin went on to point 
out that the cloud which darkened the 
outlook of the radio industry just a 
few months ago actually had a silver 
lining; that now was the time to 
bring back profits to the wholesaling 
and retailing of radios by putting pro- 
motional emphasis on higher-priced 
models. 

Bulletin Number Two gave a com- 
plete program covering the promotion 
of higher-priced models. Remaining 
bulletins will take up each major 
division of that program and give the 
trade specific ideas on each division. 

How much better a job of good 
will building that sort of mailing can 
accomplish today than a series of 
letters dripping with the too common 
pap about “our sacrifices for national 
defense and your future economic 
security.” It may sound terribly un- 
patriotic to say so, but it is a fact that 
business is still being done in thus 
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To get on the other side, of course. Why does he 
want to be on the other side? Because he knows 
that’s where he can sell more at less cost and 
net a bigger profit. You’d like that, too, would- 
n’t you? Let’s watch him a minute: 

Suppose that first he visits Chelsea, one of 
New York City’s 116 different neighborhood 
markets. If he’s selling grocery products, he 
calls on 166 groceries. They serve 20,587 fami- 
lies, do an annual business of $4,788,000. 

Then he “crosses the street.’’ He visits the 
Fifth Avenue neighborhood. He calls on 168 
groceries. They serve 21,961 families. But they 
do an annual business of $11,475,000. 

Same number of families, same number of 
grocery outlets—but more than twice the busi- 
ness! Is it worth crossing the street to pick up 


hy does a salesman cross the street? 


this bonus of over $6,000,000 in one neighbor- 
hood alone? You bet it is! 

Nor is this an isolated case. New York City’s 
116 neighborhoods are full of similar instances 
that prove how much better it is to do business 
among families whose incomes are higher than 
average ... better not alone for the grocery 
product advertiser but for all advertisers. 

And crossing the street to the profit side in 
New York is easy. Because The New York 
Times concentrates one of the biggest news- 
paper circulations in the country among New 
York’s above-average-income families, sells the 
housewives who do the most buying in the big- 
gest and busiest market in the world. We’re 
regular Boy Scouts about helping people cross 
the street. May we help you? 


Tinta 4\ia 


NOVEMBER 15, 1941 


‘‘ALL THE NEWS THAT’S FIT TO PRINT’? 
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country for profit’s sake. Your cus- 
tomers continue to aim to survive, and 
perhaps to do a trifle better than 
merely survive. They may get a tiny 
glow of patriotic satisfaction from 
your account of your defense efforts, 
but they will very easily fan up a 
blaze of loyal good will toward you 
if you show them how to earn a fair 
profit under the wraps of an un- 
limited national emergency, 

And since so many manufacturers 
are boasting about their defense 
efforts, or begging for the trade’s in- 
dulgence, or attempting similar emo- 
tional appeals, there is every reason 
to believe that the calm, sound voice 
that gives the trade profit tips between 
salesmen’s visits will be listened to 
with respect and appreciation. 

Then there is that little matter of 
delayed deliveries! Believe it or not, 
hundreds of manufacturers are writ- 
ing about delayed shipments with all 
the warmth of a typical dunning letter 
of the gay '90’s. Where the salesman 
gets around to the trade often enough, 
and can offer a broad shoulder on 
which the trade may weep, that kind 
of letter is bad enough. But where 
salesmen are deliberately avoiding the 
trade—and any retailer will tell you 
that far fewer salesmen call on him 
than a year ago—these frigid letters 
about delayed deliveries are just 
about the final straw. 

Your organization probably must 
use more letters today than ever be- 
fore to smooth out the ruffled feathers 
of irate customers. How do those 
letters read? Do they in any manner 
talk as would a good salesman under 
similar circumstances? Do they in any 
way suggest a good ‘‘bedside’’ manner 


Advertisers 
who want to increase 
sales in 


SMALL TOWNS 


* 
600,000 Families 
in 


16,000 Small Towns 
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or are they as impersonal as a ma- 
chine? 
The president of a large manufac- 


turing company recently sent a memo 
to his large force of sales correspond- 
ents on this subject. Because I prom- 
ised anonymity, I am at liberty to quote 
this memo in full. 


Our sales correspondents have been in- 
structed for years that our correspondence 
must be systematized to the maximum ex- 
tent. To that end, we developed our Form 
Letter Book and our Form Paragraph Book. 
That procedure saved time, saved money, 
and produced satisfactory results. 


But these are abnormal times. Many 
business policies must be changed. I feel 
it is important that our attitude and our 
procedure with respect to sales correspond- 
ence be changed to conform with the times. 


For the duration of the emergency a new 
responsibility rests on our sales correspond- 
ents. They are really our sales force. Each 
one of you in the sales correspondence divi- 
sion has a sales responsibility today that 
ranks with that of our sales force. Every- 
thing else we do to maintain our good will 
and prestige will be of little avail if our 
mail contacts with the trade breed ill will. 


Recently, 1 checked into a month's files 
of the sales correspondence division. I was 
amazed to see that, in the month of Au- 
gust, we sent out 226 letters regarding 
delayed shipments that read: 


“We regret to say that we cannot 
give you a definite shipment date on 
your order dated August .... Na- 
tional defense has taken 35% of our 
productive capacity. Moreover, we are 
having difficulty obtaining needed 
raw materials. This has resulted in 
a factory backlog that is delaying 
shipments from three to six weeks. 
We can assure you, however, that 
your order will be shipped as 
promptly as circumstances permit.”’ 


That kind of letter accomplishes nothing 
worth while. It is stilted. It is cold. It 
fails entirely to consider the emotions of 
the man to whom it is written. I'll be the 
first to admit that the trade is getting ex- 
actly similar letters from scores of other 
sources. That’s exactly why 1 want our 
letters to be different, and to be different 
in a good will building way. 


In recent years, the emphasis in our sales 
correspondence division has been on “‘cor- 
respondence.”’ From this time henceforth, 
it will be on “sales,” and I mean selling 
good will, loyalty, friendliness and those 
other intangible qualities that will become 
mighty tangible when we slide back into a 
buyers’ market, as we definitely will. 


I am issuing instructions, therefore, to 
have an entirely new Form Letter Book 
and Form Paragraph Book written. Each 
letter and each paragraph is to be aimed at 
a disturbed, distraught retailer who expects 
some sort of help and guidance and good 
cheer from us. All future correspondence 
is to be based on the two new form books. 
Moreover, I intend to study a cross-section 
of our sales correspondence each month to 
determine to my own satisfaction whether 
we are writing our trade as we would like, 
ourselves, to be hearing from some of our 
own sources of supply. 


There is a wealth of 1941-194. 
selling wisdom packed in that memo 
randum. Most of us are selling som« 
thing new these days—we are sellin 


the thing beyond, the intangible b« 


hind the tangible. Our sales dollar j 
being spent to buy tomorrow's volum: 
But so many good will building pro 
grams seem to be built on the theory 
that good will is achieved through 
tremendous periodic smashes—a huge 
institutional campaign, a suddenly- 
rushed-through announcement of a de- 
fense achievement, etc. Actually, good 
will is built brick by brick, and torn 
down the same way. It is these little 
contacts between the visits of sales- 
men, for example, that will do more 
either to build, or to knock-down, 
good will among the trade than thou- 
sands of dollars spent in more spec- 
tacular ways. 


Staples Again in Spotlight 


Here is a company in the house 
furnishings field, making a line of 
small decorative items. The business 
has been nurtured on a diet of fine 
staples and ingenious novelties. The 
novelties will be fewer and fewer as 
time goes on. Therefore, this manu- 
facturer is currently planning a busi- 
ness paper campaign to persuade the 
trade that now is the time to promote 
staples. Copy will point out that nov- 
elties are important to retailers when 
consumers’ dollars must be coaxed 
from reluctantly opened pocketbooks. 
They serve to spice a line; they give 
the retailer a hook on which to hang 
his promotional planning. But novel- 
ties seldom provide the day-in, day-out 
profits that come from a smoothly 
moving line of substantial staples. 
Therefore, it should be the policy of 
alert retailers more than ever to fight 
for profits, not merely for volume, and 
—in their fight for profits—retailers 
cannot do better than to turn to solid 
staple lines. “Promote these staple 
numbers,” the copy will say, “and pro- 
mote them in this specific way.” 

Isn't that apt to be a more effective 
way of gaining contact with the trade 
between and during the visits of sales- 
men than to run a trade campaign in 
which the advertiser beats his breast 
and bellows what a patriotic guy he is? 

A prominent shoe manufacturer 1s 
similarly providing his trade with help- 
ful ideas, rather than with self-praise. 
This manufacturer has developed a 
stock control and stock concentration 
plan that enables a shoe retailer to 
operate on a smaller inventory. That 
sort of story is certainly sweet music 
these days to any retailer. Therefore, 
instead of plaintively telling its re- 
tailers about the number of shoes be- 
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ing made for the military service and 
how this has interfered with produc- 
tion, this company is endeavoring to 
make a sound and sane virtue out of 
a plain, unvarnished evil—an art, in- 
cidentally, which more of us are going 
to have to learn. 


A typical letter in the series this 
manufacturer is sending to its trade 
reads as follows: 


You would be surprised, wouldn’t you— 
if you walked into your store tomorrow 
morning, glanced at your shoe stock, and 
saw two fresh green dollar bills hanging 
out from under every box lid? 


Money, as you know, has no value unless 
it is working. This is why a large group 
of our customers willingly go to a little 
extra time and effort to harness their shoe 
stocks with our Concentration Plan. This 
plan helps them drive slow moving shoes 
off the shelves. It spotlights every pair 
that should not be there. 


Our Stock Control System is a part of 
the Concentration Plan which we have been 
calling to your attention. Properly used, 
it will dig out all of those buried dollars 
that you can use to buy new shoes. 


For what little time and effort you put 
into it, the Concentration Plan can earn big 
dividends for you in 1942. Install it in 
January and it will be operating smoothly 
when you commence selling Spring shoes. 
It costs nothing except your willingness to 
start it and keep it going. 


Please read the attached .Concentration 
Plan agreement. Sign it, if you wish. Fill 
in the information on the second sheet and 
we will forward the necessary supplies and 
instructions. Thaw out those frozen dol- 
lars in your shoe stock. We would like 
to help you put them to work in 1942. 


Rational Rationing 


Still another problem that must be 
handled these days not only by the 
sales force but also between visits of 
salesmen is rationing orders. More 
and more manufacturers find it neces- 
sary to have a rationing system. It 
appears likely that others will have to 
follow suit. Such a system calls for 
an announcement to the trade and, 
then, a never-ending flow of letters 
explaining the system to disgruntled 
dealers. The buyer of the hardware 
department of one of the large depart- 
ment stores showed me a dozen or so 
announcements of rationing policies 
received from as many manufacturers. 
Apparently, an advertising man’s fine 
italian hand showed in only one—the 
others were as coldly formal as a com- 
nd to appear in court, The one 
r that showed an understanding 
of the other fellow’s difficulties read 

follows: 


e two great bugaboos of retailing are: 


} Price uncertainty. (2) Delayed de- 
an 
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“DA-LITE 
SCREENS 


Sales 
Management’ 
Survey Again 
Proves Widespread 


P. reference for 
 ,™ _cLite Fesiine 


Scene from “On the Right Track,’’ motion . 
picture of the Cleveland Tractor Company, * 
as shown on the Challenger Screen. 


PARTIAL LIST 
OF USERS 


Armour and Co. 

Continental Oil Co. 

The Cleveland Tractor Co. 

The Mercury Corp. 

Lion Oil Refining Co. 

United Wallpaper Factories, 
ic 


Inc. 

ay Firestone Tire & Rubber 

°. 

International Harvester Co. 

Nash Motors Division, Nash 
Kelvinator Corp. 

General Mills, Inc. 

Illinois Central System 

Smith Brothers Mfg. Co. 

H. J. Heinz Co. 

General Electric X-Ray Corp. 

Deere & Co. 

Savings Banks Ass'n. of New 
Hampshire 

Kelvinator Division, Nash 
Kelvinator Corp. 

York Ice Machinery Corp. 

bee Toledo Steel Products 


°. 

Minneapolis-Moline Power 
Implement Co. 

The Crosley Corp. 

The Perfect Circle Co. 

Chrysler Division, Chrysler 
Corp. 

Ford Motor Co. 

Great Northern Railway Co. 

Edison General Electric Ap- 
pliance Co. 

The Pure Oil Co. 

Youngstown Pressed Steel, 
Division of Mullins Mfg. 


Corp. 

Plymouth Division, Chrysler 
Corp. 

J. 1. Case Co. 

Charles P. Cochrane Co. 

Oldsmobile Division, General 
Motors Sales Corp. 

The Todd Co., Inc. 

Michigan State Board of 
Control for Vocational 
Education 


THE DA-LITE SCREEN COMPANY, 


This year’s report on the leading busi- 
ness films of 1940-41, as given in Oc- 
tober 10 issue of SALES MANAGEMENT, 
constitutes further proof of the over- 
whelming popularity of Da-Lite Screens. 
The almost unanimous selection of Da- 
Lite equipment by the foremost users of 
industrial motion pictures and_ slide 
films is convincing evidence that Da-Lite 
surfaces show pictures best and _ that 
Da-Lite mountings offer definite ad- 
vantages in convenience and durability. 
The Da-Lite Challenger Screen has be- 
come America’s most popular portable 
model because it combines utmost con- 
venience with light weight. It is the only 
screen with square tubing in the center 
rod of the tripod and the extension sup- 
port and the only screen that can be 
adjusted in height merely by releasing 
the spring latch and raising the exten- 
sion rod. It can be quickly set up any- 
where. It folds compactly for easy 
carrying. Ask your producer for time- 
proved Da-Lite projection screens. Write 
for latest catalogue. 


Quality Sinaia 
For 32 Years 


(Reg. U.S. Pat. Off.) 


Inc. 


DEPT. 11S, 2711 NORTH CRAWFORD AVENUE, CHICAGO, ILLINOIS 
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THE “CUSPIDOR ERA’ 


ts gone forever in selling faltlin clmerica 
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IDEM OO COCO *OMOM*OMO*MOUOe 


THE PACE OF TODAY’S BUSINESS DEMANDS THAT MEN, 
MAIL AND MERCHANDISE GO BY FLYING CLIPPER 


a 


an It's Quicker by Clipper . . . More Convenient, Too! 


Examples of fast, frequent air service t 7 Latin American cities 
With business conditions changing po in wae Flights 
daily, speed is today’s need in sell- ee —— etna 
ing Latin America. Thetime-saving New York to ode _— 8 
services of Pan American Clippers Buenos Aires _ 
offer an entirely new technique es 
° ° e cago to 

for increasing sales and profits in iteaes 3 days 4387 4 
this field. 

By Clipper, salesmen, merchan- - — to! 63 deys 3298 3 
dise or mail can reach any part of — 
Central Americaorthe WestIndies | New Orleans Sees 1992 9 
in 3 to 10 hours, northern South to San Juan 


America in 1 to 2 days, far-off 
Buenos Aires in 31% days. For your 
convenience, service is daily and 
multi-weekly to 177 Latin Amer- 
ican Cities. 

It’s the only way to save days, 
even weeks, en route—the only 
way to cover more ground with 
the same selling force. Yet actually 
it costs no more—even costs less 
when charges for salary time are 
considered. For information apply 
to your Travel Agent, any airline 
ticket office or—if neither is avail- 
able—write Pan American Air- 
ways, New York. 


“PF” PAN AMERICAN 22: 
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Transit times and air mileages include connecting flight by 
domestic airline to Pan American gateway City 


AMERICA'S MERCHANT MARINE OF THE AIR 


It is impossible, today, for any manu- 
facturer in our industry to assure his trade 
with regard to price and delivery. How- 
ever, if the problem cannot be eliminate.J, 
it certainly can be alleviated. We intend 
to do everything in our power to give yo: 
price stability and reasonably prompt dé. 
livery dates that can be met. 


To that end, we are putting into effect 
new policies which we hope will meet with 
your approval and support. 


First-—No new accounts will be added 
to our books during 1942, assuming, of 
course, that the unlimited national emer- 
gency continues during the forthcoming 
year. 

Second—No accounts will be carried on 
our books, during 1942, whose 1941 orders 
totaled less than $500. 

Third—No accounts will be carried on 
our books, during 1942, that did not carry 
in 1941 our standard basic inventory. 

Fourth—No accounts will be carried on 
our books, during 1942, that were slow pay 
during 1941. 

Fifth—No accounts will be carried on 
our books, during 1942, which bought 
hand-to-mouth in 1941 or which used us 
as a pinch-hitting resource. 


It is obvious that all of the above poli- 
cies are designed to make our limited 
civilian production spread as far as pos- 
sible among our good and loyal customers. 


However, even these radical moves will 
not give us a civilian production capacity 
equivalent to the 1941 requirements of ac- 
counts like yourself. We are sure you will 
agree that, under the circumstances, the 
only fair and sound procedure is to allocate 
our available civilian production equitably 
among our deserving accounts. 


Therefore, we have adopted, in your in- 
terests—which are also ours—the following 
rationing policy: 


First-—All orders for 1942 delivery will 
be limited to 80% of 1941 actual ship- 
ments. We can assure you that the per- 
centage would have been considerably lower 
had we not cleaned out our accounts as 
explained above. 

Second—If we are sufficiently fortunate 
to be able to exceed that 80% figure, the 
excess production will be evenly allocated 
to all dealers. 

Third—If government defense require- 
ments, or shortages in raw materials— 
neither of which is expected right now— 
compel us still further to cut our civilian 
production, the 80% allotment may have 
to be still further reduced. If that ma- 
terializes, all dealers will be cut by exactly 
the same percentage. 


We hope you will see in this program 
ample evidence of an understanding of your 
difficulties and of a desire to work with 
you soundly in lessening those difficulties. 
It will be our policy to enforce these new 
policies without fear or favoritism. We 
recognize that there will be some inequi- 
ties in the enforcement of a general pro- 
gram of this kind, but in the interests of 
all the rights of the few will have to be 
ignored. In brief, for our mutual protec- 
tion and for fair-play to all, there will be 
no exceptions or exemptions. 


It will be our policy to keep you fully 
informed regarding all developments that 
affect our mutual interests. It will also be 
our policy to make new shipment promises 


that we are not positive can be met. 
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A program of this kind is not easily 
adopted or enforced. It would help us 
considerably if we knew that it met with 
your approval. Won't you write us and 
give us your very frank reaction? 


That letter brings to my mind a plan 
operated by a well-known  metal- 
working company. This organization 
is enveloped in priorities, rules and 
regulations, red tape of all assorted 
shapes and sizes. It is necessary for 
the company to write its customers 
constantly about these government re- 
strictions. And it was quickly discov- 
ered that, because this correspondence 
had to refer to ruling number so-and- 
so, regulation this and that, official 
order Lord-knows-what, the letters and 
bulletins were more and more assum- 
ing the rigidity of law office corre- 
spondence. As a consequence, the 
sales manager appointed the company’s 
sales promotion manager to be the 
official censor of all correspondence on 
this subject, with instructions to inject 
a bit of the milk of human kindness 
into the letters and bulletins. 


Sympathy, Help, Humanness 


There is a thought in that idea for 
a large group of manufacturers. As 
business becomes more and more con- 
trolled by law, and by regulation, 
trade contacts between salesmen’s vis- 
its tend to assume legalistic phrase- 
ology. Actually, there is no reason 
for assuming that legal needs cannot 
be met in pleasant language—some 
decisions by the late Justice Holmes 
are very much to the point. 

When your salesmen—if they are 
good salesmen—visit the trade these 
days, they are properly sympathetic, 
correctly helpful, full of humaneness. 
When you “visit” your trade, between 
visits of your salesmen, talk to your 
distributors as frankly, as informa- 
tively, as helpfully and as plainly as 
you hope and expect your salesmen are 
doing. In fact, your ability to “visit” 
your trade in print may, to a consider- 
able extent, determine whether or not 
you get off to a flying start when the 
big boom goes “boom.” 


‘ilms Train Defense Workers 


Motion pictures for training defense 
workers will soon be made available by the 
». Office of Education, Federal Security 


Agency, and Castle Films, Inc., N. Y. De- 
fen training centers, vocational schools, 
anc industries offering apprentice training 
wii 


get the sound films for less than $9 
a rccl through Castle, which is the dis- 
tor. Forty films deal with machine 
practice, ten with shipbuilding opera- 

All are designed for specialized 
ski's, upgrading machinists into better 
Machine tool makers, labor leaders 
anc vocational training experts cooperated 
in making the series. 
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No, we don’t mean the Waiting 
Room at the Union Station! 


Then, when you finally start dictat- 
ing, the phone rings...and she has to 
wait while you talk. Wouldn’t it 

have been better if she’d been at her 
own desk to take the call for you or 

to go ahead with her other duties? 


Offices equipped with Dictaphones 
don’t have that sort of trouble. This 
modern dictating machine lets you 
work without your secretary being 
present. Just reach for your Dictaphone 
and unload notes, memos, or letters 
—without confusion or delay! 


| ( 


But how many times a day 

do you have to wait valuable 
minutes while your secretary 
looks up a file for you? How 
often do you wait when she’s 
away from her desk. . . 


You’ve no sooner said, “Where were 
we?” than someone rushes in to ask 
about some papers. So Miss Simpson 
makes a trip to the files while you sit 
helpless, trying to catch the thread of 
dictation you started so long ago. 


+ pvecece ii 


¢ 
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And while you dictate, your secre- 
tary is free to do her other work. Filing, 
transcribing your previous dictation, 
taking phone calls or blocking inter- 
ruptions. Both of you get things done 
when they should be done. Yes—and 
do them better...with Dictaphone! 


Increased defense production calls for faster mental output, too. Dictaphone speeds it 
up by making dictation easy. Try one yourself at our expense — without obligation. 


—---DICTAPHONE-===, 


DICTAPHONE CORPORATION, 420 Lexington Ave., N.Y. C. 
In Canada: Dictaphone Corp. Ltd., 86 Richmond St., W., Toronto 
(I should like to see the Dictaphone movie, ‘‘What’s an office 

anyway?” showing how bottlenecks can be eliminated. 
OI should like to try a Dictaphone Cameo Dictating Machine 


in my own office without obligation. 


ee eee eae eee ae ee 


tered Trade-Mark of Dictaphone Cor- 

poration, Makersof Dictating Machines 

} and Accessories to which said Trade 
y, Mark is Applied. 
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The word DICTAPHONE is the is- | 
| 
| 
| 
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This Is How a 
Package Is Born 


Here are bottles for men—smart, different, mascu- 
line. To the person who buys “Sportsman” 
toiletries, these bottles are an added attraction, an 
outstanding feature; but to the men at John Hud- 
son Moore, Inc., N. Y., who worked eight months 
on these containers, they represent over 200 ex- 
periments with 68 manufacturers and designers, 
limitless problems, and a vast amount of time, 
energy and money. 


1. A carved figure on a plain bottle was the 

original idea but the cost of hand carving was 

prohibitive, and the figures carved in multiple 

units by machinery were unattractive. Plastic 

molded figures were tried, unsuccessfully at first 
too. 


2. Finally a successful plastic wood mold was 
developed, but unfortunately, after having 
gone thus far, John Hudson Moore found that 
the whole idea of fastening carved figures to glass 
was impractical owing to the fact that the surface 
of the bottle was uneven. On several occasions 
during the evolution of the bottle, samples of 
colored bottles were made and rejected. 


$8. Then came the idea of sandblasting the design. 
This was more attractive and practical than 
any idea up to this point, but the design was not 
visible enough unless the bottle was in a strong 
light. The process was then reversed, and in this 
case, the figure was clear against a frosted surface, 
but was not clear enough in a bad light. 


4M. They tried baking the color into the figure, 
but this, too, was rejected. Next the figure 
was hand-cut into the surface of the bottle and 
then colored by hand also. This was really the 
first model that led to the beginning of the fin- 
ished product. Lynn Bogue Hunt, famous Ameri- 
can wild-life artist, was then called in to create 
designs which are accurate in every detail. 


5. Armed with these designs, the company ex- 
perimented with silk screening. Eleven colors 
are used. Finally it was suggested that a back- 
ground be applied by the same method in order 
to achieve a third-dimensional effect. This was 
done, and at long last the package—attractive, 
practical, unusual—was completed. 
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FRITZ CRISLER Coach of Michi- 
gan’s mighty Wolverines who are point- 
ing for their traditional gridiron classic 
with Ohio State on November 22nd. 


\ 


PAUL BROWN who stepped into the 
coaching berth with Ohio State’s Bucks 
after his remarkable high school eleven last 
year scored 477 points to 6 for its opponents. 


When the Universities of Michigan and Ohio State 


meet on the gridiron, there are thrills aplenty. 
And, when you let WJR and WGAR carry the ball Drétiotte 

for you in the top metropolitan markets of these WGaAR. 3 
two great states, there are thrills for you too i smart eran. 


... the kind that only mounting sales can bring. 3 Cbeelande 


THE GOODWILL STATION 


BASIC S°ATIONS - - - COLUMBIA BROADCASTING SYSTEM - - - G. A. RICHARDS, PRES. - -- EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVE 
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As baffling as the Labyrinth of 
the Minotaur is the procedure 
for obtaining priorities-protected 
plumbing jobs. At least that’s 
what the average dealer thought 
before Crane, like a present- 
day Theseus, plotted the way 
through the red tape maze. Here 
salesmen learn from home office 
men what steps to take toward 
final approval; they pass on this 
information (constantly revised 
as new rulings are made) to 
grateful dealers. 


How Crane Is Helping Customers 
Untangle the Priorities Mess 


7 . . . 
Here’s an extraordinary example of a constructive service a 


manufacturer has developed to help the “little fellow”: 


Crane 


salesmen, thoroughly trained in the how’s and why’s of priorities, 


are showing plumbing and heating contractors how to find their 


way through the maze of government red tape so that they can 


get priority certificates and continue to sell and serve. 


OW can we help our dealer 
at a time when, if his cus- 
tomer wants to put in a bath- 
room, a maze of ‘“paper 

work’’ relating to priorities may tie up 
the project for days or weeks? Hun- 
dreds of thousands of requests, coming 
up from the bottom, have so swamped 
workers in OPM and SPAB that 
they're being driven ‘‘nuts.” 

The result is that thousands of jobs 
which—if the dealers or contractors in 
charge knew how to go about it— 
might easily receive priorities are not 
getting them. Anything that can be 
done to simplify the procedure, reduce 
delay and get quick results is being 
welcomed with open arms by industry 
and government workers alike. 

Crane Co., of Chicago, after several 
months of research, has so simplified 
the many government rulings, translat- 
ing technical papers into language that 
the average man can understand, that 
it is not only getting the job done but 
has earned the praise of OPM execu- 
tives. Crane has more than 1,000 
salesmen calling on dealers and con- 
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tractors, Everywhere these men went, 
for months, they found dealers, plum- 
bers and others in a high state of 
confusion. They plied the salesmen 
with questions that stumped them, 

Crane, having simplified the prob- 
lems to the best of its ability, has been 
running a school for salesmen and 
then sending them out to interpret to 
those who had thrown up their hands 
in puzzlement. 

“We have studied the problem as 
it affects us,” a Crane executive tells 
SALES MANAGEMENT, “and from 
what we have accomplished, we are of 
the opinion that a similar job must be 
done by leaders in other industries. 
If they'll do it they, the defense pro- 
gtam in general, and the government, 
will all be aided amazingly. 

“We are trying to be helpful to all 
concerned by reducing the confusion 
in the minds of the many who do not 
know what priorities are, what they 
are intended to do and how they affect 
business in general—particularly the 
plumbing and heating business. It is 
often the small business man who has 


been the most confused and at the 
same time, because he is small, he is 
least able to help himself. Because 
of the limitation of his organization 
it’s hard for him to find what it’s all 
about.” 

How the Crane organization goes 
about it might be explained by a typi- 
cal example. Suppose a plumbing 
dealer approaches a Crane salesman 
with a question: 


‘John, what's all this stuff about priori- 
ties? I've got a plumbing and heating job 
in a house being built over by the new 
arsenal, and I'd like to get the dope on 
how to go ahead.” 


John should have certain informa- 
tion at his finger tips; be able to trace 
the complete cycle of a defense hous- 
ing job. He can explain that con- 
templated construction must be located 
within designated areas if it is to get 
priorities aid from the new defense 
housing plan. At the present time 
there are approximately 275 such dis- 
tricts in the U. S. The rental for a 
proposed house shall not exceed $50 
per month per family unit, and the 
total cost—land and building—cannot 
exceed $6,000. (There are rumors 
afloat that this ceiling may be raised 
in certain areas.) 

If the builder feels that his job 
comes within these limitations, he will 
fill out application form PD-105. The 
Crane salesman carries a chart, with 
boiled-down instructions, showing the 
steps that must be taken to qualify. 
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Warren 
S mallu 


“I see you coming inte a fortune—if you place more advertising in Pittsburgh—where 
€ payrolls are now up 35% over last year—and 75% over ’39—but you must re- 
° member that Pittsburgh retail outlets put 83% of their copy in the two evening and 
A Sunday papers—and 45% of that linage in the Sun-Telegraph—as the Rodney Boone 
0 man just told me!” 


Sources—Media Records, Inc., 9 mos. 1941—Bureau of 
b Business Research, Univ. of Pittsburgh, 8 mos. 1941 
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.. . iS undoubtedly 
the coming indus- # 
trial and distribution i 
metropolis of the Southeast because of its 
strategic location and superb rail, truck and 


water facilities for reaching the South- 
eastern and West Indian markets...” 


.. . Says George D. Green Il 


President of The Southern States Bag 
Company, Jacksonville, Florida. 


Land and water trans- 
portation services meet in 
Jacksonville to provide a 
maximum of distribution 
economy. If you are plan- 
ning to share in the South- 
east’s mighty development 
choose Jacksonville as the 
site for your sales offices, 
new plant, branch plant or 
distributing unit. 


Transportation Facilities 

Four trunk-line railroads, deep 
water harbor with regular sailings to 
South American, Atlantic, Gulf and 
Pacific ports. Trunk-line air service 
north, west, south. Favorable freight 
rates. 


Warehousing and Distribution 
1,600,000 square feet of storage 
warehouse space, mostly close to port 


terminals. Miles of good warehouse 
sites with rail or harbor frontage. 


Market 


1,200,000 consumers within 150 
mile radius; nearly 10,000,000 in rich 
Southeastern area. Numerous huge 
€amps and defense projects are most 
economically served from Jacksonville. 


Free Service 

Our experienced, competent 
Industrial Bureau will gladly make a 
complete, unbiased specific survey for 
you to show Jacksonville’s suitability 
for your needs. Ask for this free 
service. 

oD 


INDUSTRIAL COMMITTEE 

Dept. 51, Chamber of Commerce 

Jacksonville, Florida 

Please send me: 
Information about _ 
Copy of your file-size industrial folder “Industry 
Southward Ho!’’ 

Name_ ; 

Address 


City. State 
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Skinned to the bone, the step-by-step 
procedure is: 


(1) Initiate priority action by . . . fil- 
ing out forms (procured from local FHA 
office) . . . giving description of project 


. taking application to 


(2) Local FHA field office which checks 
to see that they are properly prepared and 
then send them to 


(3) Division of Defense Housing Co- 
ordination in Washington, which reviews 
the application and makes recommendations, 
so qualifying the job. Then to 


(4) Priorities Division, OPM, which 
assigns the priority rating—the end of the 
road for applications for priority. OPM 
returns application to contractor (if o.k.’d). 


(5) With a project rating now assigned 
to his job, the contractor sends his whole- 
saler a signed copy . . . and a copy of the 
“Defense Housing Critical List’ with his 
first order for equipment. Succeeding orders 
merely carry a certification of rating signed 
by the contractor and then 


(6) Wholesaler . . . gives precedence 
to the order over unrated or lower-rated 
orders. 


(7) Manufacturer may send his sup- 
plier copy to obtain raw material to satisfy 
contractor's order or may qualify for a 
blanket A-10 rating under the Defense 
Supplies Rating Plan. 

(8) Raw material source, the end of 
the trail. 

To facilitate the construction of 
homes in defense areas, the OPM Pri- 
orities Division will give priority 
assistance for the construction of up 


‘to 200,000 privately financed housing 


units. Previously, arrangements were 
made for the completion of an addi- 
tional 100,000 units. 


Help in Getting Their Due 


One of the main purposes of the 
Crane study is to show those who have 
not availed themselves of the priorities 
plan, through inertia or lack of knowl- 
edge or for any other reason, how to 
participate in it. It becomes the duty 
of a Crane salesman to see that such 
a customer, if he is in a position to 
do so, gets his priority certificate and, 
when he has received it, makes proper 
use of it. 

The Crane branch house, or whole- 
saler, with the knowledge supplied to 
him, has as one of his duties the carry- 
ing through of the priorities to the 
manufacturer or raw materials source. 
Thus he becomes a trouble-shooter for 
the little fellow who may not know 
how to proceed, or who is negligent 
or backward about it. That all sums 
up to more business for both the 
dealer and for Crane. 

“We do not set ourselves up as an 
authority in these matters,” Crane Co. 
tells SM. ‘‘All we are trying to do is 
to be helpful, to the best of our ability. 
We had two purposes in presenting 
this material at our branch meetings: 


(1) We wanted to give to our salesmen 
material which would be of help to our 
customers in carrying on their business in 
the most efficient way possible. 


(2) We wanted to cooperate with OPM 
by reducing to a minimum the inquiries it 
was to receive from our contractors and 
dealers. 


“Local executives of the OPM have 
been so well pleased with what we 
have done that they have sent persons 
in other lines, trying to solve their 
problems, to us to find out how we 
have carried out our task. They've 
told us that our effort has been highly 
helpful to the government, inasmuch 
as it shows a direct way to get action. 
If there is anything the government 
wants right now, it 1s quick action and 
results. 

“All that means less sitting around 
and waiting. Inactivity and the loss 
of time are critical losses at this time 
when everything counts. While we 
have made our studies from the point 
of view of our industry only, we are 
sure similar studies in various lines of 
industry might easily get important 
results in other fields of endeavor.” 


Most Frequent Queries 


Crane has learned that certain ques- 
tions are asked of its salesmen over 
and over again. To assist them and 
guide them the company has prepared 
a series of questions and answers 
which run about as follows: 


Q.—Where are defense areas located? 


A.—The revised list shows about 275 
such areas in the U. S. A. at the present 
time. As to the exact geographical limita- 
tions of each of these areas, we have not 
been able to get a clear definition of this 
from the OPM officials; -however, it looks 
as though it will be up to the local OPM 
officials to pass on and decide whether a 
given project is within reasonable commut- 
ing distance of any given defense area. 


Q.—Will all housing in defense areas be 
given the same rating? 

A.—NO! It has been ruled by OPM 
that houses that were begun before Sep- 
tember 1, 1941, will receive the highest 
rating in order to aid in the completion of 
these buildings. Other ratings will be as 
follows: 


(a) Remodeling. Existing structures (large 
old homes being converted into mul- 
tiple family dwellings). 

(b) New homes being built by or sold to 
defense workers. 

(c) Homes built in defense areas to rent 
(provided rental does not exceed $50 
a month). 

(d) Houses being built for speculative sale. 

In no case can the cost of the land and 
building exceed $6,000 in so far as the 
specific defense housing plan is concerned. 

(There is considerable discussion as to 4 

possible raise of this price ceiling in many 

areas. ) 
Q.—How many homes will be built? 
A.—Much confusion exists on the re- 
cently announced priority regulations tor 
defense housing. The fact that 200,000 
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privately built homes may receive defense 
housing assistance doesn’t mean that only 
that many homes will be built. Priorities 
prohibit nothing. Builders may erect any 
number of homes of any size, of any price, 
in any location without hindrance from the 
government and also without help of pri- 
orities. There is an exception to this in 
that anyone can always apply on Form 
PD-1 stating his case and its merits. (For 
further information on the use of this form, 
we suggest calling on your local FHA office 
if necessary.) 

Q.—How many privately financed homes 
will receive priority ratings? 

A.—At present, the limit is 200,000. 


Q. Are there any other government 
agencies which will build in defense areas? 

A.—Yes, the 100,000 publicly financed 
houses under the supervision of Defense 
Housing Coordinator, C. F. Palmer. 


Q.—Where are applications for priorities 
sent? 
A.—First, to the local FHA office. 


Q.—Who applies for the priority? 

A.—The contractor or the builder. Ap- 
plication must be accompanied by a certifi- 
cate signed by the owner of the property. 


Q.—Where does the plumbing and heat- 
ing dealer get his priority? 

A—From the _ general 
builder. (Form P-55.) 


contractor or 


Rulings Quicky Obsolete 


Q.—Will one form (P-55) cover the 
entire job? 

A.—Yes. The builder will furnish our 
dealers with a copy of P-55 which will, in 
turn, be given us with his first order. 
Thereafter, this simplified and signed state- 
ment on later orders for the same project: 

“Purchase Order for Defense Housing 
Project, Preference Rating .......... L 
under Preference Rating Order No. 
P-55, Builder's Serial No. “6 


Q.—Is a new and separate Form P-55 
required for each different project? 


A.—Yes. 
_Q.—What plumbing and heating mate- 
rials are considered scarce? 


A.—See “Defense Housing Critical List’ 
attached to Branch House Bulletin M-48-J, 
September 25, 1941. 

You will note from this list that most of 
the material in our line is listed as being 
“critical.” Note particularly, the govern- 
ment requests the use of vitreous-ware 
plumbing fixtures wherever possible. The 
more clay products that are used, the more 
yan can be released for other items of 

efense 


_ As a matter of caution, in prepar- 
ing any such program for salesmen, 
Crane points out, the ramifications of 
the subject are such that the changes 
which may take place often make yes- 
tetcay’s instructions obsolete today. 
Any company undertaking such a task 
must be ready to keep abreast of 
events as they occur. On top of that 
it is vital to keep all salesmen posted, 
not only on the fundamental problem, 
but the new developments as well—if 
they are to do a good job in selling 
under current conditions, 
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Everyone selling ST.LOUIS 


READ THE COMMENTS OF THESE 
WELL-KNOWN EXECUTIVES! 


Philip Salisbury, Executive Editor, Sales 
Management: ‘‘Compares favorably with the 
best data books produced by chambers of com- 
merce and newspapers. In fact far more useful 
than many of those because you have packed 
in so much good information about other 
large cities.” 


J. C. Aspley, Editor, Dartnell News Letter, 
Chicago: “Contains a wealth of pertinent in- 
formation about the St. Louis Market. A real 
service to business travelers who make that 
territory.” 


Franklin Weller, Secretary, Sales Managers 
Club, Providence Chamber of Commerce: ‘“The 
best book of its kind that I have ever seen.” 


chasing Agents Assoc., Inc., Boston: ““Your 
fine booklet should be very helpful to the men 
who come to St. Louis on business.” 


| 
| 
H. J. Graham, Secretary, New England Pur- 
| 


T. H. Bartley, General Mer., Toronto Indus- 
trial Commission: ‘‘ Very much impressed by 
the ‘St. Louis Market’. It is a very comprehen- 
sive and compact publication.” 


Meeker Company, Inc., Joplin, Missouri: 


| 
| 

| Jack Doran, Sales Promotion Megr., The 
| “This booklet seems to give a very concise 


picture of the St. Louis Market.” 


Here it is—yours for the asking! For the first 
time in one handy, pocket-size book, up-to- 
date, authentic information on America’s 
ninth biggest market, gathered for your con- 
venience from scores of different official 
sources. 


This handy little book will help you 

e measure the effectiveness of your present 
sales job 

e revise your sales quotas to fit today’s con- 
ditions 

e check your present distribution against 
potential outlets 

¢ compare your St. Louis potential with 24 
other major markets 


Prepared by the Business Information Bureau 
of the Hotels Mayfair and Lennox, 24 pages 


ae Lok 
“(mautfair 


sennex 


St. Louis Headquarters for Business Travelers 


Over 50%, of all rooms, $3.50 or 
less, single, $5.00 or less, double 


should have 
this book ! 


e Are you getting your share 
from the busy St. Louis market? 


els your present distribution in 
St. Louis adequate? 


e Are your sales quotas for St. 
Louis set too low? 


Get the facts | 
FREE / 


24 PAGES, PACKED WITH 
MARKET DATA YOU NEED! 


packed with helpful information on retail, 
wholesale, and manufacturing businesses... 
comparisons between St. Louis and other 
markets with which you are familiar... ar- 
ranged in handy, quick-reference tables... 
information you would have to contact scores 
of different sources to get. 


MAIL COUPON TODAY! 


To get your copy, simply fill out and mail 
the coupon below. Right now! 


And when you come to St. Louis, get in 
touch with the Business Information Bureau 
at either the Lennox or Mayfair Hotels for 
help in digging up any further facts on St. 
Louis business that you may need. We are 
proud that over 80% of our guests are busi- 
ness travelers—and we are glad to offer them 
this unique new hotel service! 


Business Information Bureau 
Hotel Mayfair, 818 St. Charles St., St. Louis 


Please send me my FREE copy of “The St. 
Louis Market.” 


Name 


Firm 
Address 
City 
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After filling in the 
album—and_ each 
stamp had been re- 
deemed for cash— 
Sonotone salesmen 
have an _ interesting 
souvenir of the com- 
pany and of their 
own prowess. It was 
autographed by of- 
ficers. 


Sonotone’s Stamp Album Contest 
Hoists Summer Volume 42% 


Money alone is not enough to give a contest zing, this manu- 


facturer of hearing aids has found. Hence stamps (with a cash 


value) picturing company officials appealed to the collector in 


every man, gave him a weekly goal. 


HEN sales for the Summer 
months soar 42%, and beat 
all of the company’s pre- 
vious sales records, it’s news 
in any man’s business. This is the 
record of Sonotone Corp., Elmsford, 
N. Y., manufacturers of hearing de- 
vices, for the Summer months of 1941. 
July was the biggest month in the his- 
tory of the company, August beat July, 
and September topped all records. 

There's a why behind these record- 
breaking months, and Sonotone be- 
lieves that one of the key why’s was 
the Summer Service Campaign. These 
Summer sales-incentive promotions are 
almost an institution with the com- 
pany. They have found that they 
help to jack up the men at a time 
when heat increases the temptation to 
slacken, and nearby lakes and_base- 
ball games are very tempting. 

Both selling and sales-incentive cam- 
paigns present peculiar problems to 
this company because of the type of 
product it handles. Sonotone dealers 
are practically semi-professional men. 
They have to be specialists in their 
fields much as an optometrist or a 
dentist is in his. Sonotone salesmen 
are known as “consultants.” They 
can't go to the public at large and say, 
as do other firms, “You need our prod- 
uct.”” .. . “Buy our product.” Instead 
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they have to ferret out their particular 
prospects, and then begin to sell. 
There is always one main obstacle— 
the people who need the Sonotone 
products most, want them least. 

This year’s contest was based on a 
stamp collection album. This year, 
too, for the first time dealers were 
given the pleasure of watching the 
prizes grow from week to week. Early 


A mighty knight .. . 


in July each man engaged in the sales 
end of the business received a Sono- 
tone stamp album with space for 17 
series of stamps illustrating Sonotone 
personalities, products, etc. Each stamp 
was designated to have a cash value. 
Total value of the book was over $350. 
Size of the final award was based on 
total earnings for the three-month pe- 
riod. Earnings, for the purpose of the 


contest, were figured on the followir g 
basis: 

Dealers—25% of the total dollar value 
of the territory for the three-month peric 4, 


Consultants—25% of their total persor | 
sales volume for the three-month period. 


Branch managers—12% of the total 
dollar volume of the territory for the three- 
month period. 


Branch floor consultants—1214% of their 
total personal sales for the three-month 
period. 

As sales accumulated during July, 
August, and September, different 
stamps were mailed weekly to the rep- 
resentatives. The men were urved to 
save and paste the stamps each week, 
and to watch their prize accumulate 
by keeping their collections up to date. 
At the end of the Summer Service 
Campaign, the men mailed the up-to- 
date albums to the home office. If 
they qualified for the prizes, the 
stamps were redeemable at face value. 

Sonotone has realized after running 
several campaigns that there are a few 
fundamentals which can make or break 
the contest. 

First, it must be dramatic but not 
too involved. The idea behind the 
campaign, in addition to the prizes, 
must be of real interest to the men. 
For this reason, this year’s contest had 
as a promotion theme, the idea of 
knights fighting the foe—‘'Deafness.” 
The first mailing piece, a well de- 
signed, easily understandable explana- 
tion of the contest and the rules of it, 
had a simple figure of a knight on his 
charger with: 

“A CHALLENGE 
Sonotone Summer Service Campaign 
July—August—September 
1941 
Plus-Earnings 
for all Sonotone dealers and consultants 
who do an outstanding job of serving 
the hard of hearing public!” 

Second, Sonotone officials have 
found that while cash is the best in- 
centive for their organization, money 
alone is not enough. The money 
award has to be offered and given 
with a certain amount of fanfare. 
Hence, the album idea. 


. . « Inspired chuckles and a spur. 


Third, sales contests should be based 
on quotas, not set sums, and prizes 
should be given for going over the 
quota, not merely reaching it. “Quotas 
are made to be broken.” Therefor 
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303, /82 DAILY ots 
350, 1 64 SUNDAY 


Net paid circulation averages as reported to the A.B.C. 
for the period ending Sept. 30, 1941. 


Realignment of Minneapolis newspapers May |, 1941. 
Daily averages from May | through Sept. 30. Sunday 
papers in Minneapolis combined May I! so Sunday 
averages are from May || through Sept. 30, 1941. 


BUSINESS IS BOOMING: Minnesota business 


volume highest since 1929 . . . farm income greatest 
since 1920... 1941 farm income expected to top 
half-billion dollars. Northwest city, country department 
store indexes establish all-time highs, and residential 
building is 20°, above 1940. 


BETTER DISPLAYS INSURE 
BIGGER SALES VOLUME! 


The more attractive your merchandising dis- 
play, the easier it is to sell your “deal”. The 
more deals you sell, the greater the exposure 
of your product to the public—consequently, 
bigger and better retail sales. 


Let us work with you. 


Our big, illus- 


the rules of the contest read: 


“All dealers, consultants, branch man. 
agers and branch floor consultants wil! be 
eligible for prizes by making 101% or 
more of July-August-September quota. 

“Dealers must average at least $800 a 
month ($2,400 for the contest) in personal 
sales to qualify for a prize. 

“Consultant quotas (other than branch 
floor consultants) will be based, during the 
contest, on length of service with the Sono- 
tone organization, as follows: 


Less than 6 months ....$700 per month 
(Total $2,100) 

More than 6, less than 12. 800 per month 
(Total $2,400) 

12 months or more 900 per month 
(Total, $2,700) 


“Branch floor consultants in Boston, 
Manhattan, Chicago and Los Angeles will 
compete on the basis of individually as. 
signed special monthly quotas which are 
substantially higher than field consultant 
quotas. 

“Prizes will be awarded on the basis of 
total earnings for the contest period, 
Dealers and consultants will figure their 
earnings for contest purposes by dividing 
their three-months sales volume by four 
(25%). Branch managers and branch floor 
consultants will figure their earnings by 


eight (1214%).” 
trated, 56 page book, “DISPLAY IDEAS” ight (122%) 


is FREE. Write for it today, — on your 
letterhead, please. 


CRYSTAL {725 pivensey sivp. cHICAGO 


REPRESENTATIVES IN PRINCIPAL CITIES 


Fourth, the contest must not drag 
out too long, and prizes must be 
awarded quickly. 


“Do a Favor to a Friend” 


5 eas 


: 
° 
g 
; 


MEN TO TRAIN?.. then put 


JILUSTRAVOX 
to work quick! 


Regardless of your prob- 
lem — teaching factory 


processes to apprentice 
workmen . . . instructing 
foremen and supervisors 
, training salesmen, 
dealers, distributors ... or 
promoting your product 
or service to the public 
—there's usually “one 
best way" to tell your 
story. Illustravox and 
sound-slide films will do 

it for you dramatically 
and inexpensively. 


e 


THis. ieee 
Nin 


There’s an ILLUSTRAVOX 
for group meetings ... large or 
small ... from 3 to 1200. Easy to 
carry... easy to set up... eco- 
nomical to use. 


MAIL THE COUPON... 


an Wiis Cal} 


To find out how efficiently 
and economically sound- 
slide-film can handle your 
training problem, mail 
coupon NOW to... 
BUILDING §-3 


ILLUSTRAVOX 


DIV. OF THE MAGNAVOX CO. 


BUETER ROAD - FORT WAYNE, IND. 


Enthusiasm for the contest was kept 
up in several ways. Letters giving 
practical help to the men went out 
from the home office regularly. The 
men were reminded constantly that the 
best sources of new business are old 
and satisfied customers; they were also 
reminded to visit former customers just 
for the sake of finding out if they were 
satisfied, if their instrument worked 
properly, etc, Too, the men were 
urged to capitalize on the idea of 
“doing a favor to a friend” by telling 
him about Sonotone instruments. 

Special postcards based on the idea 
“He didn’t know his own strength,” 
with amusing cartoons, also went out 
regularly. 

The Sonotone house organ, “Hear,” 
played an important role. Each issue 
had a lead article on the contest. The 
July issue explained straightforwardly: 

“Never before in Sonotone history 
has the challenge been more direct and 
clean-cut. It’s every man against him- 
self! There are no other divisions to 
beat in order to win a prize, and there 
aren't any other consultants or dealers 
to out-distance. There’s only one issue 
—to prove to the guy that looks out 
of the mirror at you every morning 
that you are as good as you think you 
are—better !’” 

The August issue featured pictures 
of the many dealers, and consultants 
busily pasting in their stamps with 
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HENRY CLAY MEMORIAL, LEXINGTON, KY. 


Kentucky d Best 


gives it RICHNESS 


TECUMSEH STATUE, ANNAPOLIS, MD. 


Maryland Best 


gives it BOUQUET 


CIRCLE MONUMENT, INDIANAPOLIS, IND. 


ludcanad Best 


gives it SMOOTHNESS 


FRANKLIN STATUE, PHILADELPHIA, PA, 


Penntyloaniad BEST 


gives it BODY 


*Blended with Specially Distilled 
Neutral Grain Spirits. . . Schenley 
Blends Give You Perfect MILDNESS. 


heat Gouueg  SCHENLE 


TO CAPTURE the special character of each state’s 
choicest whiskey in one superb blend of all four, 
takes matchless skill in the art of blending; match- 
lessstocksof the finest whiskies;matchless refinement 
in specially distilled neutral grain spirits. Schenley 
alone can bring you this great taste achievement. 


THE TASTE IT TAKES 
FOUR STATES TO MAKE 


Sche ey Black Label 67% Grain Neutral Spirits. Schenley Red Label 723% Grain Neutral Spirits. Both 86 Proof BLENDED WHISKEY. 
NovEMBER 15, 1941 [61] 


their wives and children looking on. 

The men took to the stamp album 
idea . . . it was new, different, and 
appealed to the latent collector's side 
in everybody's nature. Both the men 
and their families took very seriously 
the idea . . . “Guard and Paste... 
It's Just Like Cash.” 

All the people engaged in the cam- 


DEFEND YOUR POST-WAR 
SALES WITH CARRY- 
OVER ADVERTISING! 


See how on Page 73 


paign have a permanent souvenir. At 
the end of September, all albums were 
returned to the home office at Elms- 
ford, where cancelled stamps were 
pasted in to fill the vacant squares. 
The cancelled stamps were used to dis- 
tinguish the fill-ins from the uncan- 
celled issues which represented prize 
money actually earned. In addition, 
the albums were autographed by Presi- 
dent Dean Babbitt and Sales Manager 
King Cooper and returned to the men. 

The stamps themselves represented 
certain technical problems. As a pro- 
duction job, according to Stewart 
Schackne, assistant advertising man- 
ager, they were an engraver’s night- 
mare. Each stamp had to be a perfect 


Wanagomént 


Preferred List 


High-Spot City 


average net paid daily. 


Average — 17 New England Cities 
Average — Eight Massachusetts Cities 
WORCESTER, Massachusetts 


HIGHEST in 


New Engiann XE 


According to the Sales Management index for 
December, Worcester will show the greatest gain in 
business activity of any city in New England. 


S. M. Index — December 


129 
128 
137 


The Worcester Market — rich, active, prosperous — is covered 
by The Telegram-Gazette ALONE. Population: Worcester 193,694. 
City and Retail Zone 440,770. Circulation: more than 131,000 


th TELEGRAM -GAZETTEE 


WORCESTER MASSACHUSETTS 
CEORGE F. Boortn, Pubsk23- 


A ASSOCIATES 


NATIONAL REPRESENTATIVES 


“OWNERS ck RADIO STATION WTAG 


replica .. . and there were 17 differe 
series. And here the problem 
began, for how could they be sure «| 
the men would not receive duplicat 
or that the collections would be as 
complete as possible, This was finally 
solved by hiring a special girl whose 
sole job was the handling of the con- 
test. A complete set of stamps was 
placed in an envelope for each man 
in the contest, and marked with his 
name. Every week his stamps were 
removed from his own envelope and 
sent to him. This girl also kept a 
complete as possible? This was finally 
Results of campaign speak for them. 
selves: Sales soared and the men 
earned large prizes. One dealer com- 
pletely filled his stamp album. 


Advertising Campaigns 
(Continued from page 21) 


(ending December 20) for the best 
name for a dish made of bananas, 
pineapple, coconut. First prize is 
$1,000; ten second prizes are $100 
each; 800 other prizes are $5 each. 

Contestants must send a label from 
a can of Libby’s sliced pineapple and 
one other pineapple product. 

Consumer ads are appearing in 
American Home, The American 
Weekly, Good Housekeeping, This 
Week in color. ‘Heavy newspaper and 
car card campaigns in strategic local- 
ities,” store and window display ma- 
terial, and grocery trade paper copy 
supplement. 

J. Walter Thompson, Chicago of- 
fice, is the agency, 


Red, White, Blue Gas 


Patriotic coloring has come to the 
Standard Oil Co. of Indiana, Chicago. 
The announcement that its premium 
gasoline has been named Standard 
White Crown now gives it “Crown” 
gasolines in three colors, red, blue and 
white. The step, according to Edward 
G. Seubert, president, was taken to 
simplify the designation of its three 
grades of motor fuel in the minds of 
consumers and eliminate confusion. 

Too often, it was learned, buyers 
would ask for the familiar and much 
advertised Red Crown when _ they 
wanted the premium product known as 
Solite. Today more than 50,000 white 
crowns, red crowns and blue crowns 
have been placed on service station 
pumps. Stanolind, now Blue Crown, 
was developed as a third brand in 
meeting price-cut competition in 1931. 

To advertise the new names, point- 
of-sale material, direct mail, outdoor 
poster panels, newspaper adverti: ing 
and radio commercials are already in 
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the making. Stickers will be placed 
on the pumps until new decalcomanias 
are provided next Spring. A die-cut 
folder, “Your Foot Can Feel the 
Extra Power,”’ will be handed to cus- 
tomers. Blotter reproductions of the 
24-sheet poster in cities and on high- 
ways will be mailed to consumers, and 
miniature pump stickers will be used 
on company correspondence. 
Advertisements in hundreds of 
newspapers and announcements on 
Standard’s ‘radio program, “Auction 
Quiz,” will hail the new family of the 
Standard Crown gasolines. Agency: 
McCann-Erickson, Chicago office, 


Little Cars Again 

As pointed out in Marketing 
Flashes, November 1, midget autos 
hope to extract the silver lining from 
the dark clouds of priorities which 
cover their larger competitors. In 
trade papers Willys-Overland, Toledo, 
is saying, ““There’s only one to look at 
now.” President J. W. Frazer signs 
this statement: 

“Whether the European War col- 
lapses tonight or drags on for years, 
this is my prediction: Today’s over- 
size, over-weight, over-powered and 
over-dressed cars are on the way out 
now. They're too expensive to buy and 
to run for the great mass of the 
people. 

“They'll all have to come back to 
normal-size, economical transportation 
before this defense program and the 
coming world reconstruction program 
are over. Willys-Overland engineers 
were first to sense this economy trend 
... The Willys is out in front today 
with a head start that will make it a 
leader for years to come.” 

United States Advertising Corp., 
Toledo, is in charge. 


Savings Banks 

The Savings Bank Association of 
New York State has approved details 
for its first cooperative ad campaign. 
It will start about January 1. 

Funds are to be raised by assess- 
ments on the 134 member savings 
banks in proportion to their individual 
assets. They have combined assets of 
$6,000,000,000 and some 6,000,000 
depositors. 

_A budget of $400,000 is to be di- 
vided among newspapers, radio, and a 
motion picture, with $260,000 alloted 
for ‘he first, $120,000 for the second, 
anc 520,000 for the third. Objectives 


of the drive are three: To persuade 
morc people to save vow; to empha- 
size ‘he importance of savings banks 
In economic system; to stimulate 
pub''< cooperation in the defense sav- 


Ings program, 


\-ency: Ruthrauff & Ryan, N. Y. 
MBER 15, 1941 


A NEW HOME 


WAS BUILT 
EVERY 104 MINUTES 
IN METROPOLITAN MIAMI 

DURING THE 

FIRST EIGHT MONTHS 
OF THE YEAR! 


In Metropolitan Miami 3,346 homes 
were built during the first eight 
months of 1941 for an average of one 
house every 104 minutes. 


Reach America’s fastest growing 
metropolitan area by placing your 
advertising campaign in The Miami 
Herald. 


GREATER MIAMI— 
“4 NATIONAL MARKET” 


She Miami Herald 


STORY, BROOKS AND FINLEY 
National Representatives 
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Here are 3 FREE Booklets 
that will Help Make Your 
Business Paper Advertising 


More Effective 


“HOW TO HELP YOUR CUSTOMERS 
AND PROSPECTS” 


A Guide Book for Business Paper Advertisers 
Today. 44 pages of actual examples of how 
other advertisers are meeting situations sim- 
ilar to yours today in their business paper 
copy. 


“WHAT TO SAY IN YOUR BUSINESS 
PAPER ADVERTISING TODAY” 


A Helpful Booklet and Wall Chart. An anal- 
yee and classification of the sales appeals 
eing used by 70 representative advertisers 
to help meet Industry’s “12 Most Pressing 
Problems’’. .. based upon a study of 5,000 

individual business paper advertisements. 

. 


“THE NEW ACCENTS IN 
INDUSTRIAL ADVERTISING” 


Valuable Analysis of New Advertising Trends. 
150 leading industrial advertisers ‘‘wrote’’ 
this 20-page booklet. It pictures the change 
in objectives brought about by today’s con- 
ditions and states clearly, in a ‘‘Blue Print 
of Action Chart,” just what course these 
150 advertisers propose to pursue. 


THEY'RE FREE! Write, on your letter- 
head, for your copies now. 


McGRAW-HILL PUBLISHING CO., Inc. 
330 West 42nd Street, New York, N. Y. 


YOUR NEW ADVERTISING AGENCY 


110 East 42nd St., N. ¥Y. «© MUrray Hill 3-7426 


p IN SELECTING 


To select the right agency for the un- 
usual times ahead, you must interview 
a group of those most likely able to 
serve you. Here are 6 reasons why we 
belong in that group: 


1. We offer the advantages of a small 
agency with a large-agency-trained 
staff. 2. Our principals have directed 
their own commercial businesses. 
3. We spend more time in the field 
than most ag ies. 4. Testing is a fun- 
damental with us—for greater adver- 
tising results. 5. We know how to use 
advertising to do many jobs (other 
than move merchandise). 6. We serve 
a diversified group of national ac- 
counts—from class to industrial, from 
package goods to service. 


Further facts in our new 5-minute folder, “Business 
Men Handle My Advertising.’’ Write for your copy. 


Advertising Agency Service 


ARE YOU USING 
CARRY-OVER 
ADVERTISING? 


See Page 73 
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Why Buy the Whole Loaf If You 
Need Only the Upper Crust? 


Mass vs. class newspaper space buying is the subject of today’s 
discourse. In it the learned Mr. T. batters down inertia and habit 
to prove (hooray!) that blanket coverage doesn’t guarantee the 
right prospects for a high-priced item. 


BY BRASS E. TACKS 


E’VE just managed—hooray 
—to pick up a new client: 


A new newspaper — a new . 


market to talk about—a new 
batch of figures to memorize—a new 
reason for arguing with space buyers. 

This new sheet is the Omicron 
Onslaught—a thing of beauty indeed 
—but a sleeping beauty. For years the 
outfit has just sat still letting an over- 
grown competitor walk circles around 
it. And, now, we all by ourselves, are 
out to reverse the trend. It’s like try- 
ing to remold concrete. 

I called on a buyer yesterday: 

‘Joe, how come all of this never- 
failing allegiance to the Omicron 
Offbeat? You've been in that sheet 
steadily for years ——’’ 

“Yeh, sure, that’s so. But why not?” 

“Well, why?” 

“Because the Offbeat has 100% 
coverage of the city zone 

“Granted.” 

“And the Onslaught hasn't!” 

“We confess it - 


Coverage — of What? 


“The Offbeat gives 200,000 circula- 
tion, the Onslaught has only half 
that ii 

“But at half the cost 

“Yeah, that’s so, but after all it’s 
the coverage that matters.” 

“Be sure to keep your tongue in 
your cheek, Joe, when you spout a 
thing like that.” 

“Why, whatchamean ?” 

“Well, if you'll promise to refrain 
from physical violence, I'll come right 
out and call that logic atrocious.” 

“I promise 4 

“It’s atrocious.” 

“He did it!” 

“Said I would 4 

“O.K., wise gent, prove your insid- 
ious assertion. I defy you!” 

“Well, let’s take Old Millstone 
Rock and Rye 

“Old Millstone sells for $2.80 a 
quart. And that’s a buck a quart higher 
than Old Sink Solvent or the many 
other $1.75 liquors on the market.” 

“Which no one can deny, which 


”” 


no one 

“So, therefore, hence, thus, there 
will be them as find Old Millstone on 
the expensive side.’ 

“TI find it so myself ‘si 

‘And you're not in the class ‘D’ 
bunch at the tail end of this income 

can get below 

“Now, now, don’t be kittenish, Joe, 
if I had your dough, I’d buy me a 
weekly and starve to death F 

“Get to the point, son, get to the 
point. So, O.K., mine is the privilege 
of decaying my vitals with a $2.80 
potion. Now what?” 

“We're back to the Onslaught ——” 

“Yeh, 

“The Offbeat, as we both agree, 
reaches everybody. They reach ten 
families out of every nine and charge 
you 30 cents!” 

“Whereas the Onslaught 4 

“Reaches only half the families and 
charges you but 18 cents!” 

“And % 

“Since we both know that the On- 
slaught families are, per se, ‘two-paper’ 
families; they are, then, per se, the 
upper-income families, per se ——’ 

“Trapped !—and by my own hand!” 


Order of The Shwuamocs 


“Meaning that the Onslaught gives 
you just about as many prospects for 
Old Millstone at 18 cents as does the 
Offbeat at 30 cents!” 

“T can’t think of an answer.” 

“There isn’t any, Joe, it’s just 
childishly-simple logic; if you can’t use 
the lower half, why buy them?” 

“How come I’ve bought the other 
way for so many years?” 

“Silly, isn’t it.” 

“Well, okay then, Brassie, I’m sold 
I'll send you an order.” 

“Thanks, Joe. And here’s your 
medal. You've just joined a very, very 
exclusive order—the Sbwuamocs.” 

“Sbwuamocs?” 

“Sbwuamocs! — Space Buyers Who 
Use a Modicum of Common Sense. 
Wear it with pride, Joe, you're one in 
a hundred. Congratulations!” 
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OUR business, when the seller’s mar- 
ket fades, is going to be derived from 
your normal preferred accounts . . . yet, do 


your sales records enable you to spot imme- 


spoilage of good will! National Defense, first, 
of course, but don’t lose contact with your 
“bread and butter” customers! 


Now is the time to take a peek at the past 


diately accounts which should enjoy prefer- to guide current sales policies with an eye 
. . KARDEX Visible Systems of 


Sales Control will help you solve your pres- 


ential treatment and utmost consideration as to the future . 


A KARDEX 
Visible System of Sales Control] prohibits 


“future-business” insurance? 


ent problem of “3 apples+5 buyers” to your 


neglecting important buyers . . . prevents the greatest ultimate advantage. 


REMINGTON RAND INC. 


BUFFALO, NEW YORK 
Branches in All Principal Cities 


“Tell all” signals in the 
KARDEX visible margin 
flash important sales infor- 
mation —-non-defense and 
defense business; priority 
ratings; date of last call 
and last sale; annual re- 
quirements; prospect for 
and lines sold. In minutes 
as many as seventy ac- 
counts in a single KARDEX 
slide can be analyzed! 


KARDEX housings are 
available in an infinite va- 
-Tiety—table cabinets, port- 
able floor models, small - 
“book” unit types. Write 
today for free, fully illus- 
trated KARDEX catalogs 
and samples of forms that 
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ican industries “plan for — 
peace in times of war’! 
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alae: 


Whevruy Lem 


“Miss Tait, we’ve been getting complaints about a certain 
‘know-it-all attitude . . .” 


* 


* 


How Illinois Bell Telephone Cuts 


Auto Fleet Maintenance Costs 


A repair system that saves $125,000 a year—though the number 


of cars and trucks has doubled—should interest every executive 


whose responsibility it is to “keep ’em rolling” efficiently at the 


lowest possible figure. 


OMETHING like 12 years ago 
the Illinois Bell Telephone Co., 
in its Chicago area, completely 
revised its system covering its 
motor maintenance. The result is that 
today its total cost of operating 815 
trucks and motor cars in and around 
the city is approximately $125,000 less 
per year than it was to operate 400 at 
that time. As a result of its success in 
the Chicago district similar change- 
overs have been made in other areas 
where the company operates an addi- 
tional 800 machines with economy. 
Grover D. Gilbert, superintendent 
of motor equipment for the Chicago 
area, who told a reporter for SM the 
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story of this remarkable saving, 
pointed out that it was not entirely 
owing to change in methods because it 
fails to take into account the fact that 
trucks and motor cars are better built 
now and automatically reduce their 
own operating costs. 

The Illinois Bell Telephone Co. had 
been operating motor equipment more 
than 20 years at the time it decided to 
remodel its methods. The old system 
had grown up out of a period of 
pioneering. In the early days there 
were no dependable public repair 
shops. So the company had found it 
necessary to organize and maintain its 
own repair department. 


Prior to 1929 it had a complete sho 
which employed 60 men, includ 
mechanics, service men and stock roo 
men. It also carried extra motors, re: 
axles, transmissions, a stock of tire: 
connecting rods and all manner . 
parts. The set-up grew until it w: 
quite elaborate. Also, there were pc: 
periods and low periods and plenty 
worries. 

Having the shop, the men, and the 
overhead going on, there was a tend- 
ency, when a car came into the sho 
for repairs, to do a job considerably 
beyond needs and requirements. A 
car or truck coming into the shop for 
reconditioning would be torn down to 
the frame and come out as a complete 
overhaul job. This meant that parts, 
with still a considerable amount of 
wear in them, would be replaced 
merely because the unit was down and 
the labor was there for the job. The 
shop wanted a good record. 

Costs included high-priced shop 
space, a high investment in tools and 
machines which had to be maintained 
and a high investment in parts. It all 
totaled up to a lot of unnecessary 
money going over the dam, 


Scrap Fussy Non-essentials 


The new set-up did not all come in 
a day. It was a process of gradual 
evolution. Finally the shop was elim- 
inated. Today repairs are made in 
public garages and repair shops and 
they. are made only as needed. If a 
connecting rod is burned out a new 
rod is put in and that’s all. 

In the early days of the change-over, 
roving inspector repair men caught 
trucks and cars on the wing. If any 
repairs were found needed, the car 
would be routed in for work. In many 
rural districts this system is still in 
effect but in the city too much time 
was spent finding the equipment. To- 
day each car is given a routine inspec- 
tion somewhere short of 1,000 miles 
of operation. 

“We find that this saves us money,” 
said Mr. Gilbert. “If you let them go 
a longer period of time the inspector 
is likely to say to himself, ‘I’ll not see 
this machine again for another 3,000 
miles or so, so I’d better fix this or 
that.’ Our idea is to let the car opet- 
ate as long as it will, effectively, and 
try to catch it just before something 
goes wrong. 

“We had centralized garaging— 
with day and night service—in differ- 
ent parts of the city. Now all work 1s 
done in 15 main or district garages 
and eight auxiliary garages. These are 
all public garages. We lease space in 
them and pay for the work done on 
the machines. Under this plan 10 
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RADIO 


Blue Boom 

Astonishing to some false prophets .. . 
no news to advertisers who sign their 
faith on checkbooks, is new vitality of 
NBC’s robust Pacific Coast Blue Net- 
work. Heading this month into radio’s 
biggest season, Pacific Blue checks up 
healthier than ever. Commercial hours 


Harper & Bros. 


M. Twain 
"The report of my death has been 
greatly exaggerated” 


are up 50°% over Fall 1940, 36°% over 
Spring 1941. 

While time sales soar, circulation cost 
per evening half-hour hits all-time rock 
bottom of 37¢ per thousand before dis- 
counts ... lowest of four Coast networks. 
(Uncounted in this figure: estimated 
750,000 new Westerners since 1940 census.) 

Coast surveys of statistician C. E. 
(Hoop) Hooper give the Blue a heavier 
gain over last year than the other three 
Coast nets combined. 


Why? 

Many a quizzical time buyer asks, 
“Why all this prosperity?” Answer: “Sock 
Shows!” Said writer William Shake- 
specre: “,,.the play’s the thing.” Says 
NEC: “The program’s the thing.” 


Scoring Line-up 
_ Added to Pacific Blue line-up this Fall 
is many a scintillating top-notcher. In- 
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cluded: Treasury Hour, Tuesdays at 7:30 
for Bendix Aviation (rated #1 national 
summer show by Hooper); Mrs. Eleanor 
Roosevelt, Sundays at 9:15 for Pan-Amer- 
ican Coffee Bureau; Capt. Flagg & Sgt. 
Ouirt, Sundays at 4:30 for Mennen’s; 
Play-by-Play Football, Saturday after- 
noons for Tidewater Associated Oil; 
Musical Steelmakers, Sundays at 2:30 for 
Wheeling Steel (transfer from Don Lee); 
News Here and Abroad, Thursdays at 
6:30 for Trimount Clothing; Speaking of 
Glamour, Sundays at 10:30 a.m., Thurs- 
days at 4:30 for Pacquins Hand Cream; 
Dear John with Irene Rich, Sundays at 
9:00 for Welch (switch from NBC Red); 


Huntington Library 
W. SHAKESPEARE 


",.. the play’s the thing” 


Penthouse Party, Wednesdays at 6:30 for 
Camels (from CBS); Michael & Kitty, 
Fridays at 6:30 for Canada Dry; March 
of Time, Thursdays at 8:00 for, of course, 
Time. 

Other newcomers to Pacific Blue: 
Dinah Shore for Bristol-Myers, Pearson & 
Allen for Healthaids, Lum & Abner, sec- 
ond program for Alka-Seltzer, Monday 
Merry-Go-Round for Dr. Lyons’ Tooth- 
powder, and American Melody Hour for 
Bayer. 


Vets Back 


Among returning lettermen are these 
Pacific Blue regulars: Lucky Strike’s Jn- 
formation Please, Sealtest’s Rudy Vallee, 

(Advertisement) 


Fleischmann’s I Love a Mystery, Alka- 
Seltzer’s Ouiz Kids, Texaco’s Metropol- 


itan Operas, Anacin’s Easy Aces, Swift's 
Breakfast Club, Energine’s Manhattan at 


Midnight, Newsweek’s Ahead of the 


Headlines, Ralston’s Tom Mix, Sloan’s. 


Gangbusters, Williams’ True or False. 


Also in veteran line-up: Boxing Bouts 
for Adam Hats, John’s Other Wife for 
Affiliated Products, Anacin’s Just Plain 
Bill, Kolynos’ Mr. Keen, Tracer of Lost 
Persons, Carter Products’ Inner Sanctum 
Mysteries, Ironized Yeast’s Good Will 
Hour, Grandpappy and His Pals fo 
Neighbors of Woodcraft, Amanda ¢ 
Honeymoon Hill for Phillips Chemica. 
and Cal Aspirin, and Orphans of Divorce 
for Dr. Lyons’ Toothpowder. 


Star Ball Carrier 


But the big news in Western Radio is. 
the advent on Coast Blue of radio’s all- 
time All-American, famed Jack Benny. 
Comedian Benny performs in his hal- 


lowed 8:30-9:00 Sunday p.m. slot where 


J. Benny 


J. Benny 
...0f I told them once, I 
told them five times” 


he’s “told them” not once, not five times, 
but on hundreds of shows since that first 
(October, 1934) Jell-O program. Leading 
the field in national C.A.B. and Coast 
Hooper checks, Benny should pied-piper 


new listening hordes to Coast Blue. 
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truck is ever more than four miles 
from a shop. Where the garages have 
qualified mechanics we lease the me- 
chanical work to them. If they don't, 
our cars go to the regular authorized 
dealers. Every car must be ready to 
go out every morning except in case 
of a major accident. 

“Inspectors are required to insist 
that our standards in appearance and 
performance are maintained. This in- 
cludes, as applied to the garage, work- 
ing arrangements for all washing and 
cleaning. The inspector must also see 
that the garage is properly maintained 
to eliminate accidents and fire hazards. 


“The inspector tells the repair men 
what he wants done but not how to do 
it. On the bigger jobs we get esti- 
mates. Otherwise we use the flat rate 
schedule as worked out by the auto- 
mobile and truck manufacturers as the 
basis for charges. We pay a fixed rate 
per hour on the time schedule set up. 
This means that there’s no chance to 
chisel and no argument over what the 
job should cost. 

“There are other advantages in using 
public garages. One is that we can 
better maintain the appearance of our 
equipment. When we had our own 
washers and service men, if we hit a 


HE’S NO SISSY! 


Nobody calls a bear a sissy - - at least not 
to his face; and mister, the man who 
hunts them is no sissy either! American 
sportsmen, however, don’t do all their 


hunting out of doors. 


Around the fifteenth of the month 


it would do your heart good to watch them HUNT thru 
their favorite sporting magazine -- reading both editorial 


and advertising pages. 


325,000 of these money-spending sportsmen, now enjoying 
the fruits of increased income, offer a splendid market for 


your products in 1942. 


SPORTS AFIELD is America’s largest-selling 
outdoor magazine -- at more than a nickel. 
The basic page cost is only $3.08 a page per 
thousand -- the lowest in the entire field. 
Give sportsmen a chance to know your product! 


Its a peach vi a market 


SPORTS A\FIE LD 444 MADISON AVE. NEW YORK CITY 
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spell of bad weather, they couldn't 
keep up with the work. Cleaning jobs 
would pile up. Now, with fewer cars 
at any one point, we can say ‘we want 
this cleaned up tonight’ and _ it’s 
cleaned up. Too, we have, in other 
periods, no men hanging around doing 
nothing or cleaning up cars that don’t 
need cleaning. Every car is wiped off 
every night. 

“We think that any plan of opera- 
tion that calls for 1 Ng work at any 
fixed mileage schedule, or inspections 
on the same basis, is likely to mean too 
frequent work or a delay in work be- 
cause it was not prea hae due, or 
work done because it was due and not 
needed. 

“A record of gasoline used with re- 
spect to mileage traveled is maintained. 
This may sound like an elaborate 
record, but in reality it is quite simple. 
A card is furnished the driver ani 
every time gasoline is put in, he enters 
on this card the date, speedometer 
reading and gasoline required. In 
cases where the cars pull into a des- 
ignated garage each night, the driver 
places the speedometer reading on the 
card and hangs it in the truck. During 
the night the service man fills the tank 
and enters the number of gallons on 
the card. 


Check Motor by Gas Use 


“The maintenance man, at the time 
the inspection is made, can easily 
check the mileage record with respect 
to the gasoline used, and thus deter- 
mine whether or not the motor is 
functioning properly. It is our firm 
belief that the gasoline mileage is the 
most accurate check on motor condi- 
tion. If the mileage is satisfactory, no 
motor tuning or check-up is made. 
Otherwise the motor is thoroughly 
checked and tuned. This method cuts 
down unnecessary motor work and 
spots probable motor failures. 

“During any inspection the main- 
tenance man observes tire wear, wheel 
alignment, tire inflation. He looks for 
body damage that might be the result 
of some unreported accident, the 
loosening of bolts or the wearing or 
rusting of parts that might cause 
trouble later. The motor is checked for 
cleanliness and washed if necessary. 
More motor failures are owing to 
faulty ignition caused by dirty motors 
than by coils, condensers, burnt plugs 
or distributor points, etc. Cars get 
road tests at each inspection to check 
brakes, clutch clearance, steering and 
acceleration, transmission, rear axle, 
generator, lights, horn and windshield 
wipers. 

“To eliminate any laxness on the 
part of the maintenance men a 10% 
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eck of all vehicles is made each 


<nonth by the superintendent and the 


intemance man in charge and a re- 
s made. In addition to our in- 
ons we have definite schedules 
outine checks of our tires, bat- 
terics and radiators at more frequent 
int vals.” 
the retirement of equipment the 
pany has no set policy. It never 
says “this unit will be replaced at the 
ad of five years.” Each replacement 
of a car or truck is decided upon its 
own. The idea is to replace when re- 
placement is justified. 

The high mileage salesman’s car, 
ie One that is driven 20,000 miles or 
nore a year, will generally be replaced 
by this company at about 45,000 miles 
or after it has been service from two 
to two and a half years. The policy is 
fo run it until major repairs are in- 
licated. At somewhere around that 

int it is usually necessary to overhaul! 
the clutch, the motor, replace the bat- 
tery, the lights and then put on a 
second set of tires. The transmission 
is noisy and the finish of the body is 
dull, requiring a repaint. There’s very 
little rear axle trouble any more. 
Things happen in about the order 
stated above, Mr. Gilbert observed. 
Then the car gets “loose” and constant 
jobs of upkeep and repairs continue. 


“Pool Cars”. Cut Investment 


If the car travels fewer miles it 
doesn’t escape trouble. It is getting 
older and the major repairs then come 
with less mileage. However, a low 
mileage car may be made to do for 
four or five years without excessive 
repairs. 

The company has a group of cars 
which it calls “pool cars” for sales- 
men, executives or others who do not 
require a full time car. This saves 
costs. The company in Chicago main- 
tains three major pools and several 
minor pools in garages at strategic 
points. Also it has a rented car ar- 
fangement in case of emergency. When 
its rented car cost equals or exceeds 
the cost of maintaining a company car, 
a car is added to that pool. 

The elasticity that comes with 
having rental cars available means 
that the company doesn’t need to 
carry extra cars for peak loads or 
emergencies which would mean that at 
other times the equipment would be 
lyine idle. 

Each driver of a company car, even 
thoush he drives only occasionally, 
Must pass an examination by the in- 
Specior and he must submit himself to 
4 careful physical checkup by a 
mec:cal examiner. He is also required 
to h.ve an authorized driver card. If 
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any driver is found to abuse the 
equipment his authorization is taken 
away from him and that ends his 
driving. 

The medical check-up includes a 
man’s reflexes, eyesight, hearing, his 
general state of health and his nervous 
condition. The management cannot 
afford to have accidents. They mean 
money and poor public relations. 

“I’m convinced that any company 
operating any considerable fleet of cars 
can save an important amount of 
money if it installs some carefully 
planned preventive maintenance pro- 


gram,” said Mr, Gilbert. “It should be 
built around the idea of getting a 
maximum of service before repairs or 
general overhauls are made. Properly 
managed, it will reduce operating costs 
and accidents.” 


SEE HOW TO CASH IN 
ON CARRY-OVER 
ADVERTISING 


on Page 73 


“YOUR NEW SALES 
PROBLEMS DEMAND NEW 
SPEED IN SHIPPING!” 


...says Philip Salisbury, General Manager of Sales Management 


As the nation’s defense effort shifts into “high”—sales managers and salesmen face new 
problems—problems that can be simplified, often eliminated by speedier shipping 
service. That’s what you get with Air Express. Here’s the ‘fastest way’ to send or receive 
samples, displays, presentations, printed matter or anything else that fits in a plane. 
Over 370 key cities are served directly at 3-mile-a-minute sky-speed. Rapid, 
coordinated air-rail connections to 23,000 off-airline points. Special pick-up and special 
delivery at no extra charge within regular Rattway Express vehicle limits in all cities 


and principal towns. 


Regular International Arr Express service to and from Canada, Latin America, 
Alaska, Hawaii, Australasia, Bermuda, the Philippines and Far East. Just phone Rartway 


Express, Air Express Division. 


Division of 


~ RAILWAY EXPRESS 


‘FASTEST WAY’ MEANS AIR EXPRESS 


The most precious ingredient 
of America’s defense effort 

. TIME! 
Are you spending it 
extravagantly in your 
business and 
National Defense trips? 


Fly Braniff 

to, through or from the booming 
Southwest . . . between 
Chicago and the Texas Gulf. 


Y ou'll save priceless hours 


.. and you'll 
travel economically 
in the comfort of modern 
DC-3 Super-B-Liners. 
You'll enjoy complimentary meals 
with a Southwestern tang 
. . the hospitality of 
gracious Southwestern hostesses. 


SOUTHWESTERN 
HOSPITALITY ON WINGS 


OPERATED IN THE INTERESTS OF COMMERCE, 
THE POSTAL SERVICE AND NATIONAL DEFENSE 
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Training Advertising Starlets 


Erwin, Wasey & Co., advertising agency, 
was founded on the basis that for an adver- 
tiser to obtain the best advertising job, every 
person in the agency should be drawn into 
each account. The agency believes that 
unusual ideas and worthwhile thoughts can 
be found within the organization—and not 
from a selected few. To obtain such re- 
sults it is necessary to inspire and de- 
velop people. This is the reasoning be- 
hind the advertising clinics now being held 
in the New York office of the agency each 
Monday night. 

Attendance at these weekly meetings is 
not compulsory but yet there has been 
almost 1u0% attendance each week. Every- 
body from the newest boys in the shipping 
room to top ranking officials is in attend- 
ance. The head of each department speaks 
on the functions and objectives of his or 
her department, the role played and how 
each job ties into the finished product. Em- 
ployes are given an opportunity to become 
acquainted with the workings of the busi- 
ness and what makes it tick. 

The first meeting was held early in Sep- 
tember, with H. D. Williams, vice-president 
and general manager, in charge. He gave 
a history of Erwin, Wasey and outlined 
why the meetings were being held, and 
what was hoped to be accomplished by 
them. The development and place of an 
advertising agency in business was clearly 
shown. The following week, John M. 
Wyatt, vice-president, spoke on the duties 
of an account executive and what he should 
know and do. 

Bill Griffin, vice-president in charge of 
copy, spoke on copy and its importance. 
He drew a picture demonstrating the close 
association between art and copy. Paul 
Newman, vice-president in charge of art, 
spoke on the functions of the art depart- 


ment, drawing a complete layout on a 
blackboard vm the meeting. His clos- 
ing layout had as theme, 
Dodgers win.’ 

Vice-president in charge of radio, E. J. 
Fitzgerald, spoke on radio and its grow- 
ing place in the scheme of advertising. He 
stressed the possibilities of television and 
what may be expected from it. 

The most recent session was taken over 
by Jim Jacobson, head of the sales promo- 
tion department, who explained the im- 
portance of point-of-sale material, its tying 
in with the publication advertising and the 
proper merchandising of it to the sales or- 
ganizations. By means of an analysis of 
outstanding display achievements during the 
past year, Mr. Jacobson demonstrated how 
advertising’s full job is not finished until 
the retailer's cash register rings up the 
sale. 

All the meetings are illustrated with 
diagrams, slides, proofs and other visual 
mediums. People attending are urged to 
ask questions and participate in the dis- 
cussions following each talk, 


Four A’s-ANA Meet 


Advertising’s future and ways of combat- 
ing the threat of an anti-advertising tide 
were the major problems discussed at the 
joint meeting sponsored by the Association 
of National Advertisers and the American 
Association of Advertising Agencies at the 
Homestead, Hot Springs, Va., November 
13-15. 

The meeting was divided into four parts: 
A presentation of the facts about opposi- 
tion to national brands and their advertis- 
ing; a presentation of facts about the eco- 
nomic effects of advertising and its place 
in the American system; talks by C. R. 
Palmer, —— Cluett Peabody & Co., 
and C. C. Conway, chairman of the board 


“Please let the 


Surrounded by a collection of prize-winning displays, Jim Jacobson, head of Erwin, 
Wasey’s sales promotion department, discusses at the agency's weekly staff clinic the 
importance of point-of-sale ideas to complete the job of advertising. 
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Way 
Sam [armore’s Pocketbook 


lalks \.ouder! 


You'll find thousands of “Sams” in the “Heart”— 
these thirteen fertile states where one-third of the 
nation’s farmers are producing more than half of the 
estimated 11 billion, 200 million dollar 1941 farm in- 
come... and will produce more than half of the 13 
billion dollar income predicted for 1942. 

Here, in the “Heart,” farmers are benefiting more 
from parity than farmers elsewhere! Thus the potency 
of this closely-knit farm market is guaranteed —this 


year, next year and the next—emergency or no! 


Here, with less effort and less expense, you can se// more to 
the farmers who own more; earn more, and spend more than 
any other farmers in this wide, wide world. 


And remember, when you use Successfu! Farming to cash 
in on this rich market, you don’t have to buy the whole milk 
to get the cream! You get a real farm audience—teal farm 
readership undiluted by “‘rural’’ readership. For Successful 
Farming circulation is better than 90% farm circulation. To 
keep your farm dollars at work where the rewards are biggest 

-on the farm—use the pages of Successful Farming. 

Careful, impartial surveys show that among these farmer- 
capitalists of the ‘“‘Heart’’—where most of the nation’s farm 
dollars are made and spent—Successful Farming is preferred 
above all other farm magazines. 


Ask any Successful Farming salesman to prove this to 
you. And ask him why Successful Farming will give your 


magazine schedule a better balance. Meredith Publishing 
Co., Des Moines, Iowa. 


_ and comment about the World’ 


Greatest Newspaper and its market 


Spotlight on gangland... Beauty /- 
viser... Sales manager's medium 
Droves of shoppers . . . Concer) 
toiletries... Preferred products 
Circulation note. 


& 


TOWER 


From 


For this reason, 
the newspaper of- / 


EXPOSE 


fers the advertiser 
b= of the most conclusive exposés of his greatest op- ¢ . 
gangland ever made appeared in the portunity forcon- 


Chicago Tribune in October. In a series of 
five articles the Tribune reproduced the 
records and balance sheets on gambling oper- 
ations in Cook county outside Chicago dur- 
ing the month of July. 


tinuous and ef- 
fective contact 
with an assured 
constant audi- 
ence which includes virtually 
all of his prospects.’’ So says 
Don Smith, advertising director 
and sales promotion manager, 
Wilson & Co., packers, which 
places more of its advertising in 


Don Smith 


Seven days a week Eleanor Nangle’s beauty 
column in the Chicago Tribune, “Thru The 
Looking Glass,” is ‘must’ reading for thou- 
sands of Chicago women. During 1940, 
more than 40,000 inquiries were addressed 
to this widely read member of the staff of 


With photo evidence, the Tribune showed 
that the gang commonly called “the syndi- 
cate” had gross winnings from slot machines, 
gambling houses, etc., in Cook county out- 
side Chicago of $322,966 in a single month— 


and that $26,280 had been paid by the gang 
for “protection” during the same period. 
Altogether the Tribune printed facsimiles 
of six sheets from the gang’s ledger. Most im- 
the sheet 
headed “Kick Outs,” the record of protec- 
tion, containing payments, names, nick- 
names and the names of villages and towns. 


portant of these was the sixth 


So that the full force of the law may be 
brought to bear on the gang and its protec- 
tors, the Tribune has turned over to the 
state’s attorney for Chicago all the original 
records and all collateral evidence gathered 
by its reporters. 

This editorial bombshell illustrates the 
aggressive action in the public interest which 
thruout its ninety-four years has made the 
Chicago Tribune a feared and fearless cru- 
sader against crime, political corruption and 
other evils menacing the welfare of the com- 
munity and the nation. 

Its steadfast devotion to advancing the 
public interest is one of the factors which 
make the Tribune Chicago’s first newspaper 
and its most productive advertising medium. 


* * * 


“It rained most of the day but 
the shoppers came in droves” 


“The attached ad,” (a 
440-line advertisment), 
“is another shining ex- 
ample of how the Tribune 
pulls. It shows why during 
the first nine months of this 
year we ran 61 % of all our 
newspaper advertising lin- 
John O'Connor age in the Tribune... 
“This ad featuring alligator grain calf- 
skin shoes appeared in the Tribune Thurs- 
day, October 9. It rained most of the day 
but the shoppers came in droves. Our sales 


women writers who have helped to win for 
the Tribune Chicago's largest constant 


the Tribune than in all other 
Chicago newspapers combined. 


audience of women. 


for the day were 35% greater than for the 
comparable day last year... 

“For more than twenty years the excep- 
tional pulling power of the Tribune has 
made it our first advertising medium. It 
produced the best results for us when your 
circulation was only half a million. Now 
that the Tribune has twice that much cir- 
culation, we find it more advantageous 
than ever to make it our primary buy.” 

From a letter to the Chicago Tribune 
by John O’Connor, pres., O’Connor & 
Goldberg, retailers of quality shoes in 
Chicago for 38 years. 


* * * 


NOTE 
ON TOILETRIES 


Because the Tribune is Chicago’s lead- 
ing women-appeal medium, Chicago 
drugstores and the drug and toilet 
goods departments of department 
stores during the first ten months of 1941 
allocated more of their advertising 
expenditures to the Tribune than to all 
other Chicago newspapers combined. 


* * * 


The Sales Manager's Medium 


‘‘Reading the newspaper every day is 
as firmly fixed on the calendar of con- 
sumer habits as eating or sleeping. 


* * * 


“Preference here is 
outstanding for prod- 


iy “~ ~ ’ _ . 
f S ucts advertised in the 
N 


Chicago Tribune” 


—JOHN C. ENSWEILER, 
Oak Park (Ill.) grocer 


“Ninety-five per cent of my trade among the 
conservative, home-owning people of Oak Park, 
prefers newspaper advertised products,” says 
John C. Ensweiler, grocer in the Chicago 
suburb of Oak Park. “And the preference here 
is outstanding for products advertised in the 
Chicago Tribune.” 

In Oak Park there are 19,111 families. 
Tribune circulation in this suburb is 16,074 
on weekdays, and 15,560 on Sundays. This 
is typical of the selling influence of Tribune 
circulation which penetrates deeply into 
every Chicago neighborhood and suburb. Mr. 
Ensweiler’s comment on the productivity of 
Tribune advertising reflects the attitude of 
Chicago grocers as a group. 


a ) 


CHICAGO TRIBUNE 
CIRCULATION 


In Excess of 


1,000,000 


every day of the week ; 


